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ABSTRACT
Through involvement with the tangible elements of food, drink and 
accommodation, hospitality relies heavily on the sale of an intangible product -  
the service -  that, in turn, depends on the customer’s subjective interpretation of 
their experience. Hospitality services are characterized by a very high level of 
interpersonal interaction between the service representative/s and the customer/s. 
This process of customer-employee interaction is identified as the key element in 
the service exchange and the quality of this interaction has a clear and important 
impact on the customer’s overall perception of service quality.
There have been some attempts to define and measure interaction quality (e.g. 
Brady and Cronin, 2001; Gronroos, 1990; Gutek, 1995: Lacobucci, 1998; 
Parasuraman, et al., 1988; Price et al., 1999; Solomon et al., 1985), but these 
attempts show no consensus on a single definition of interaction quality. A 
common dichotomy in this extant body of research, however, can be observed 
between two types of interaction: a basic type and a more extensive type. Yet, 
finding a proper measure that can differentiate between these two types of 
interaction is still lacking.
Accordingly, this study aims to contribute to the literature by examining the 
dimensionality, antecedents and consequence of interaction quality in service 
encounters in a hotel context. This takes into account the social nature (the 
relational aspects) of the service encounter as an important element of interaction 
quality alongside the cognitive aspects. The study model proposes a customer’s 
responses to the physical environment and customer-employee congruence as the 
two antecedents of interaction quality, while encounter satisfaction is the 
consequence.
Following the extensive literature review and the preliminary qualitative 
interviews conducted at the early stage of this research, the current study presents
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a new two-dimensional scale for interaction quality that captures the task-related 
aspects and the relational aspects (personal connection) of the service interaction. 
The new scale is proven to be a valid and reliable measure. In addition, the study 
findings confirm the validity and the reliability of the two dimensions of 
customer-employee congruence, namely: interpersonal congruency and perceived 
similarity.
Regression analyses showed partial mediation effects of interaction quality on the 
relationships between the two antecedents and the encounter satisfaction (the 
consequence). Moreover, the findings showed that task-related aspects were fully 
mediating the relationship between customer-employee congruence and personal 
connection. Overall, the study model makes several contributions to the growing 
body of knowledge which endeavours to explain the relationships between various 
aspects of the service encounter. Therefore, the model can form the basis of future 
research on service interaction.
II
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CHAPTER ONE
1.0 INTRODUCTION
Hospitality services are very labour intensive and are characterized by a very high 
level of interpersonal interaction between the service representative/s and the 
customer/s in what has been termed the service encounter (Czepiel et al., 1985) or 
the moment o f truth (Carlzon, 1987). Through involvement with the tangible 
elements of food, drink and accommodation, hospitality relies heavily on the sale 
of an intangible product - the service - that, in turn, depends on the customer’s 
subjective interpretation of their experience.
“Customer satisfaction depends directly and most immediately on the management 
and monitoring of individual service encounters” (Bitner, 1990: 69). The 
interactive process linked to service encounters is seen as an important 
determinant of customer perception of service quality. Services are produced, 
distributed, and consumed during the service encounter or “the moment of truth”, 
(Gronroos, 2000). The process of customer-employee interaction therefore is the 
key element in the service exchange (Czepiel, 1990; Gronroos, 2000), and the 
quality of this interaction has a direct impact on the customer’s overall perception 
of service quality (Brady and Cronin, 2001; Parasuraman et al., 1988; Surprenant 
and Solomon, 1987).
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Despite widespread recognition of the importance of the encounter in customer 
satisfaction, there is still much more we need to leam (Price et al., 1995; Turner 
and Pol, 1995). Service providers need to have a better understanding of the 
attributes that customers use to judge their performance in service encounters 
(Bowers et al., 1994; Peyrot et al., 1993). There have been some attempts to define 
and measure interaction quality (Brady and Cronin, 2001; Gronroos, 1990; 
Parasuraman et al., 1988), but these attempts show no consensus on a single 
definition of interaction quality. They all emphasize the pivotal role of the quality 
of the interaction in forming customer perceptions of the service encounter. 
However, identifying the favoured styles of interaction that customers seek and 
use to make their evaluations of quality is still lacking (Czepiel 1990). Therefore, 
this research aims to present a new perspective on defining and measuring 
interaction quality in the hospitality industry. This will take into account the social 
nature of the service encounter (McCallum and Harrison, 1985) as an important 
element of interaction quality, alongside the cognitive aspects of the interaction -  
competence and task-related helpfulness. This will allow service providers to 
evaluate the relative impact of both competence and social aspects on assessment 
of interaction quality and satisfaction. Moreover, the research will extend previous 
research on the antecedents and consequence of interaction quality, by identifying 
those possible antecedents and consequence of the interaction quality as perceived 
by customers, and will examine the extent to which they can affect or be affected 
by the interaction quality.
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1.1 THE NATURE OF THE PROBLEM
Service encounters are shaped by the nature and the quality of the interaction 
between the customer and the service employee (Surprenant and Solomon, 1987; 
Gronroos, 2000). As a consequence of its importance, the dynamics of the service 
encounter have attracted significant ongoing academic attention (e.g., Amould and 
Price, 1993; Bitner et al., 1994; Czepiel et al., 1985; Gronroos, 2000; Grove et al., 
1992; Surprenant and Solomon, 1987; Walker, 1995). Yet, identification of 
favoured styles of interaction that customers seek and use to make their 
evaluations is still lacking. Prior research shows no consensus on a single 
definition of interaction quality.
However, rather than being a simple transaction, the service encounter instead 
encompasses a complex multi-dimensional process of social and economic 
interactions, with the balance between the dimensions varying according to the 
specific service setting (Gabbott and Hogg, 1998). Being “first” and “foremost” 
social encounters (McCallum and Harrison, 1985), the service encounters are 
subject to all of the dynamic factors that influence social interaction in general. 
Indeed, the importance of the social side to the service exchange is considered 
particularly relevant for services that have high levels of customer-employee 
contact, such as in hospitality services (Butcher, 2005). A review of the existing 
literature on interaction quality reveals that prior studies did not adequately 
capture the social nature of interaction quality and the factors that might affect the 
interaction process. Ekinci et al. (1998) argue that existing models on quality fail
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to capture the dimensionality of the service encounter in the hotel industry. This is 
because of the complexity of hotel services. Lee-Ross (2004) asserts that service 
encounters in the hospitality industry are complex, because social interaction 
between actors carries a number of expectations. Goodwin and Gremler (1996) 
argue that the social dynamic of service encounters can contribute to this 
complexity in two ways. First, there can be wide variance in the way that patrons 
define and evaluate the social aspects of a single service category (the restaurant 
can range fi'om a place for routine consumption of well-prepared meals to a 
hangout). Second, conflicting social norms often emerge during a single service 
encounter. Therefore, this study seeks to address this issue and to answer the 
following questions within the context of hotel services:
1- What are the underlying dimensions, antecedents, and consequence of 
interaction quality in the service encounter?
2- What are the attitudes and behaviours that customers seek and value in their 
service representatives?
3- To what extent do customer perceptions of the physical environment and 
similarity/dissimilarity or congruence/incongruence with service provider/s 
affect the interaction process and the possible outcomes?
4- What other variables might affect interaction quality (e.g. gender, age, 
income... etc).
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1.2 OBJECTIVES OF THE STUDY
The objectives of this study are as follows:
1- To develop a comprehensive framework for interaction quality that includes 
the dimensions, the antecedents, and the consequence.
2- To identify and test the dimensions of interaction quality as perceived by 
customers.
3- To identify and test dimensions of customer-employee congruence from 
customers perspective.
4- To measure the effect of antecedents on interaction quality and the effect of 
interaction quality on its consequence.
5- To develop valid and reliable instruments of interaction quality and 
interpersonal congruency.
1.3 THE SCOPE OF THE STUDY
Although the research model can be applied in different service contexts, this 
study focuses on service encounters within the hotel industry. The preliminary 
qualitative interviews conducted at the first stage were focused on customers’ 
perceptions of hotel service quality and satisfaction. In addition, the quantitative 
surveys were conducted to measure customers’ perceptions of hotel service 
encounters and satisfaction.
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1.4 SIGNIFICANCE OF THE STUDY
This research is of significance to the service encounter in the hotel industry. It 
will contribute towards filling an existing gap in the literature, by extending 
previous studies on interaction quality within service encounters. It expands the 
conceptualization of interaction quality and presents a comprehensive framework 
that includes not only the dimensions of interaction quality, but also the 
antecedents (the structural and dynamic factors that influence interaction) and the 
consequence as well. It has been argued that; “what is lacking is a good 
conceptualization of the kinds (or styles) of interaction that clients look for in 
making their evaluations” (Czepiel, 1990, p. 17). Similarly, McCallum and 
Harrison (1985) infer that; “service encounters are first and foremost social 
encounters. As such, they are subject to all of the structural and dynamic factors 
that influence social interaction in general. A useful understanding of service 
encounters must therefore proceed from a conceptualization of these structural and 
dynamic properties by means of a general analytic framework” (p.35). In line with 
these views, this study defines the encounter as a purposeful social interaction 
rather than a mere monetary transaction (e.g. Butcher et al., 2002), and therefore, 
the research model can be a great contribution to the body of knowledge in many 
ways:
First: Applying relevant social psychological theories will contribute by exploring 
new areas in service research that have not yet been explored. For example, there 
has been no previous study on the impact of interpersonal congruency on
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customer-employee interaction. Also, based on self-image congruence theory by 
Sirgy’s (1997) and Sirgy’s et al. (2000), Jamal and Adelowore (2008) have 
recently further developed the self-employee congruence theory which needs to be 
further tested and validated in hotel context.
Second: Including both the structural factor (physical environment) and the 
dynamic factors (customer-employee congruence) as antecedents of interaction 
quality will fill a gap in the literature. In fact, no prior study has examined the 
antecedents of interaction quality in service encounter. More precisely, the impact 
of the two antecedents on interaction quality has not yet been investigated. Thus, 
this research will contribute toward filling this gap in the literature.
Third: Better understanding of the interaction quality dimensions (social 
dimension and competence/task related helpfulness dimension) will allow service 
providers to evaluate the relative impact of each dimension on the customer 
assessment of interaction quality and satisfaction.
1.5 STUDY STRUCTURE
The research consists of Seven chapters:
Chapter II: Gives a literature review about the theories of interaction quality. 
This covers issues such as, challenges of service delivery in service encounters, 
definitions, elements and components of interaction quality, and definition and 
dimensions of the social aspect of service interaction.
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Chapter HI: This chapter will review literature on various antecedents and 
consequence of interaction quality. Service environment, self-employee 
congruence, and interpersonal congruence are the antecedents covered in this 
chapter, while customer satisfaction is a consequence. This will cover definitions, 
various models, and examples fi*om the existing literature for each one.
Chapter IV: This chapter covers the preliminary study and the conceptual model. 
It starts with the different methods used in this study, followed by a section on the 
preliminary study and the findings of the qualitative interviews. Research model 
and operational definitions are then presented.
Chapter V: This chapter deals with the research methodology. It includes the 
research philosophy, research questions and objectives, research hypotheses, 
questionnaire development and design, research process and design, pilot study, 
sample design, study survey, and finally data analysis method.
Chapter VI: This chapter presents the findings of the main study. It starts with 
presenting the characteristics of the sample respondents in terms of the 
demographic profile (e.g. gender, age group, education level, occupation and 
household annual income) and the customer profile of respondents (e.g. time of 
last stay, purpose of the stay, hotel classification, number of nights, and amount of 
interaction). This is followed by the exploratory factor analysis and the reliability 
of the study instruments. Descriptive statistics and the correlation analysis are then 
presented. After that, regression tests are conducted in order to examine the
8
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proposed model and hypotheses derived from it. And finally, t-tests and ANOVA 
tests are presented.
Chapter VII: This chapter discusses the study findings presented in chapter six. It 
begins with a review of the research findings and discussion of the findings in the 
context of the literature review in sections one and two. This is followed by a 
discussion of the research objectives and how they were achieved. Then it points 
to the contributions of the findings to theory and highlights the managerial and 
practical implications. Finally, it acknowledges the limitations of the study and 
directions for future research.
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CHAPTER TWO
INTERACTION QUALITY IN THE SERVICE 
ENCOUNTER: ITS DIMENSIONS AND DEFINITION
2.0 INTRODUCTION
Interpersonal interaction between service providers and their customers is at the
heart of many services (Czepiel et al., 1985). The customer interacts with an
employee, not with a company (Morgan and Hunts, 1994), and therefore, the
service experience that distinguishes one service firm from another is a result of
the unique interaction between the customer and the service provider (Booms and
Nyquist, 1981). As Shostack (1977) argues;
‘‘Services are often inextricably entwined with their human 
representatives. In many fields, a person is perceived to be 
the service'' (p.79)
Similar to Shostack’s argument, Schneider and Bowen (1985) postulate that 
employees not only deliver and create the service, but are actually a part of the 
service in the customer’s view. Consequently, the role of interpersonal interaction 
in influencing customer satisfaction has been recognized in prior literature on 
services marketing (Crosby, et al. 1990; Solomon, et al. 1985). In the service 
encounter particularly, the manner in which employees relate to their customers 
plays a significant role in business success (Mittal and Lassar, 1996). This is due 
to the high degree of interdependency and the absence of an exchange of tangible
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goods (Chandon et al., 1997). The service encounter is not just a transaction 
between a service provider and a customer, but rather a service delivery 
surrounded by a social experience. It is as Czepiel (1990) noted, that “the social 
content of service encounters often seems to overshadow the economic”.
Although there have been various studies on how to measure interaction quality 
(Brady and Cronin, 2001; Gronroos, 1982; 1984; Parasuraman, et al., 1988 
Surprenant and Solomon, 1987), what should be measured as interaction quality is 
still to be fully scrutinized (Czpiel, 1990). This chapter, therefore, will review the 
relevant literature on interaction quality, its definitions and dimensions, the 
importance of social aspects in service interaction, and all other theoretical debates 
revolving around these issues. This will be followed by a presentation of the new 
dimensions of interaction quality suggested by this study, the origin of these 
dimensions, and their implications for the service encounter.
2.1 SERVICE ENCOUNTER: AN OVERVIEW
The term ‘service encounter’ usually refers to the interpersonal element of service 
performance (Bitner, 1990; Czepiel et al., 1985). It is generally used to denote 
interaction between the customer and the employee. Indeed, in their seminal 
article on the service encounter, Solomon et al. (1985) use the term to indicate 
face-to-face interactions between a buyer and a seller in a service setting. 
Likewise, Surprenant and Solomon (1987) define the service encounter as “the 
dyadic interaction between a customer and service provider”. Lovelock and 
Wright (2002) stated that ‘moment of truth’ is “a point in service delivery where
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customers interact with service employees or self-service equipment and the 
outcome may affect perceptions of service quality” (p. 55).
Czepiel et al. (1985) argued that service encounters are not random acts, nor are 
they accidental. Therefore, they highlighted some distinguishing characteristics of 
service encounters. First; service encounters are purposeful and goal-oriented 
(interaction between individuals takes place to achieve a specific goal). Second; 
service encounters are limited in scope (the scope of the interchange is restricted 
by the nature and content of the service to be delivered. Third; task-related 
information dominates the interchange in terms of importance. Fourth; client and 
provider roles are well defined. Service is characterized by intangibility, and 
customers often form evaluations based on the more accessible cues, such as 
interpersonal interaction (lacobucci, 1998). However, rather than being a simple 
transaction, the service encounter, or “the moment of truth” (Gronroos, 1990), 
encompasses a complex, multi-dimensional process of social and economic 
interaction. The balance between the dimensions varies according to the specific 
service setting (Gabbott and Hogg, 1998). This kind of interaction is crucial in 
shaping the customer’s experience and in determining his/her evaluation of the 
encounter (Bitner, 1990; Solomon et al., 1985).
McCallum and Harrison (1985) argue that service encounters are ^"firsC and 
^^foremosF social encounters. An understanding of service encounters must 
therefore stem from an understanding of the dynamic factors that influence social 
interaction in general. Service providers who consciously engage in some social
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interaction with customers are more likely to meet customer expectations, identity 
specific customer needs, and achieve high levels of customer satisfaction 
(Surprenant and Solomon, 1987). Therefore, viewing the service encounter as a 
subset of social behaviours will allow use to be made of theories that focus on 
interactions. These theories can provide insight into how to design and improve 
service encounters (Surprenant et al., 1983).
2.3 SERVICE DELIVERY CHALLENGES DURING THE 
ENCOUNTER
2.3.1 THE NATURE OF THE SERVICE
The first challenge of hotels service delivery relates to the nature of the service. 
Unlike products, services are characterized as intangible, inseparable, perishable 
and heterogenic (Sasser et al., 1978). These sophisticated characteristics pose 
difficulties to services providers in controlling their services. Intangibility means 
that service cannot be seen, touched, smelled or tasted (Berry, 1980). This 
intangibility may lead customers to face difficulties in evaluating services before 
purchase. So, to reduce uncertainty due to the lack of tangibility, customer look for 
evidence of service quality, such as word of mouth, reputation, equipment or price 
(Ashill and Jobber, 2001). Inseparability refers to the interconnection between the 
service provider, the customer and other customers sharing the service experience 
(Hoffman and Bateson, 2001). Services are “contact dependent” and, unlike the 
case for manufacturing products, where customers may never contact the 
producer, it is impossible for the customer to buy/experience the service without
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physically interacting with the provider (Jones and Lockwood, 2006). 
Perishability means that service cannot be stored and inventoried. Perishability 
can create problems for demand management in service organizations. Therefore, 
Parasuraman et al. (1985) emphasized the importance of matching supply and 
demand for service. Finally, heterogeneity means that services are highly variable 
because they are dependent on who performs them and when and why they are 
provided (Kotler, 2003). Thus, the greater the human participation, the greater are 
the potential variations to service quality (Harrison-Walker, 2000).
2.3.2 CUSTOMER’S EXPECTATIONS
The second challenge for hotel service delivery relates to the providers’ awareness 
of their customers’ expectations. Understanding customer expectations is the first 
and most critical step in delivering quality services (Gronroos, 1982; 1984; 
Parasuraman et al. 1988). In designing adequate service, it is crucial for the 
provider to know the “expectations” of their customers, and then to match the 
skills of the employees to meet those customer expectations (Healy, 1996). Being 
wrong about what customers expect (what they want or need) can result in losing 
the customers’ business when another company hits the target exactly (Zeithaml et 
al., 1990). LeBoeuf (1987) stated;
""Every customer comes with certain expectations about the 
quality o f  the goods, the services, and the hotel experience o f  
dealing with your business. When you exceed his expectations, 
he perceives the quality as relatively high. When you fail to 
meet his expectations he perceives the quality as relatively
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low. In the back o f every customer’s brain is a scale that 
compares what he gets with what he expected”(p.52).
Expectations are known as customer beliefs of what the service provider ""should” 
provide (Kasper et al., 1999; Parasuraman et al., 1991), and they form the baseline 
against which performance is compared (Zeithaml et al., 1990). If service 
performance meets or exceeds customer expectations then satisfaction occurs; but 
if service performance falls below a customer expectations then dissatisfaction 
occurs as a result of service failure (Hoffman and Bateson, 1997). However, 
knowing what customers want and/or expect is not an easy task. Customers’ 
expectations;
- Change over time and are often situation-dependent.
- May not be realistic, and;
- Reflect that every customer is unique and will have different 
expectations about any service provided.
The dynamic nature of customer expectations places more pressure on service 
providers to predict and meet the demands of their customers. Further challenge 
may also occur when customer expectations fail to predict customer satisfaction in 
different applications (LaTour and Peat, 1979).
2.3.3 ROLE CONFLICT
The key distinguishing feature of service encounters is the purposive, task- 
oriented nature of the interaction. Customers and employees come to the 
interaction with a set of learned behaviour patterns that are appropriate to
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successfully complete the transaction process. Customers approach service 
encounters with different levels of expectations. These expectations include an 
anticipation of the provider’s role and a comparison level against which he/she can 
judge the encounter (McCallum and Harrison 1985). These expectations have been 
labelled as ""script” or “coherent sequences of events expected by the individual, 
involving him either as a participant or as an observer” (Abelson, 1976, p.33). The 
role script consists of the expected and appropriate role behaviours in a social 
exchange. The stronger the congruence between provider and customer in term of 
“scripts”, the higher the chance to achieve customer satisfaction (Solomon et al., 
1985).
Role conflict in service encounters is expected to occur as a result of the many 
demands placed upon the service employees and because of the complex 
environment in which they act or operate. Services are produced, distributed, and 
consumed during the interaction between a service provider and a customer 
(Gronroos, 2000). This interaction is reciprocal and interdependent rather than 
linear (Solomon, et al., 1985), and the behaviours chosen by each party have 
effects upon the outcomes received by the other (McCallum and Harrison, 1985). 
This high level of interdependence can create a role conflict. From a management 
perspective, the role conflict is likely to occur when a service employee finds 
himself concurrently in two or more positions requiring contradictoiy role 
enactments (Dev and Olsen, 1989). For example, if the service employee faces a 
demanding customer who insists upon more personal attention than can be 
reasonably expected of the situation, then role conflict is to be expected.
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In line with role theory (Goffman, 1959; 1967), some researchers argue that a 
smooth employee-customer interaction depends on their understanding of how 
each of them expects the other partner to behave, or what has been called ""role 
expectations” (Solomon et ah, 1985) or ""taking the role o f the other” (Mead, 
1934). If the role expectations of the two parties do not match, then each may have 
conflicting views of what is appropriate within roles; thus causing role conflict 
(Broderick, 1998). Some researchers argue that role theory is an appropriate 
framework in which to understand employee-customer interactions and to 
influence customer expectations; and thus, minimize/reduce role conflict 
(Solomon et al., 1985; Broderick, 1998). However, Riley (2007) argues that 
provider-customer perceptions of role can vary beyond what role theory suggests; 
thus, role interpretation can occur during a service encounter, which brings more 
challenges to service providers.
2.4 SERVICE ENCOUNTERS ARE SOCIAL ENCOUNTERS
Service encounters are first and foremost social encounters (McCallum and 
Harrison, 1985). The existence of social interaction as an important motive for 
customers was highlighted in marketing literature almost five decades ago (Stone, 
1954; Webster, 1968). Although service encounters are goal oriented, task related 
and limited in scope, when the roles of the customer and server are well defined, 
they are also -  like any other social interaction -  a result of ritualistic behaviour 
(Solomon et al., 1985). Customers enter the service encounter with a set of 
expectations regarding their interaction with the provider. These expectations do 
influence the outcomes of the interaction (Parasuraman, et al., 1987). Ford (2001)
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found that customers expect to engage not only in a task-related conversation, but 
also in some conversation of a social nature with their service provider. This type 
of social conversation can be pivotal to the customer’s perception of service 
quality. For example, when a service provider displays more courtesies, customers 
tend to evaluate the service more positively, recommend the service to friends, and 
are more likely to return, even in the presence of other alternatives in the 
marketplace (Ford, 1995). Butcher (2005) found that a customer’s repurchase 
intention following a hospitality encounter is related to the feelings of anxiety or 
relaxation arising from the social interaction with the service provider (sometimes 
known as social comfort). Similarly, the social regard (genuine respect and interest 
shown to the customer by the service provider) can make the customer feel valued 
and important, which again increases the customer’s willingness to return. This 
social regard was found to have a positive influence on a customer’s evaluation of 
the service encounter across many different types of services (Butcher et al., 
2001). According to the Social Exchange Theory, people always compare costs 
against rewards in social interaction (Homans, 1961). If the interaction is mutually 
rewarding, then it will continue, but if the costs of such an interaction exceed the 
benefits, then it is likely to be dissolved (Kelley and Thibaut, 1978). Applying this 
theory to service interaction, a customer who engages in friendly and social 
conversation may consider this as a mutual reward (Kelley and Thibaut, 1978).
In her distinction between an encounter and relationship, Gutek (1995) noticed 
that such a distinction must be a social rather than a technological mechanism. She 
argued that the encounter (exchanges between strangers) and the relationship
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(exchanges between people who know each other) are the two basic forms of any 
social interaction in a service context, plus a hybrid model that she called 
pseudorelationship. The relationship -  in Gutek’s opinion -  is built up through 
several social encounters with the same providers, whereas the encounter is one 
single social interaction with no expectation of future interaction between the two 
parties. If an encounter involves anticipated future interaction -  through service 
provider and customer cooperation -  then, it becomes a relationship rather than a 
mere encounter. A pseudorelationship, however, results from customer 
interactions with different encounters within the same organization. Gutek’s main 
argument is that the expectation of future interaction determines the nature of the 
encounters. Therefore, Gutek found that, in a service relationship, customer and 
provider are committed to each other and are willing to spend much more time 
compared to a single encounter. This is because both of them have predicted 
exchanges and developed personal friendships over their past interaction(s) (Gutek 
et al., 2000). Gutek further emphasized that all relational types focus on the way 
customers respond to service, based on providers’ performance. Given that the 
service provider plays a significant role in fostering relational aspects in a service 
relationship (Gutek, 1999), the social aspect of the service provider interaction 
could have significant impact on provider-customer relational quality (Koermer et 
al., 2003).
Early studies have examined the impact of the social aspects of service delivery on 
customer perception of service quality and the outcomes. For example. Ford 
(1995) examined the influence of courteous service on customer discretionary
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behaviour. She found that customers evaluated service positively when cashiers 
displayed more courtesies, and the customers were more likely to recommend the 
store to friends, to show commitment, and to shop at the same store, even if others 
are closer. Also, Hester et al., (1985) examined -  qualitatively -  individual 
differences in customer sociability. They measured customer behaviour in 
interactions with a salesperson in terms of his/her; greeting, conversation, 
farewell, smile, facial regard, and overall tone. Their strategy was to observe the 
same customer in interaction with two different salespersons and to rate the 
variation in his behaviour. The findings showed that individual differences in 
customer sociability are stable for both interactions. Interestingly, they found that 
customer sociability determines salesperson sociability.
In their qualitative study, Gremler and Gwinner (2000) investigated the 
importance of customer-employee rapport in service relationships. The authors 
defined rapport as “a customer’s perception of having an enjoyable interaction 
with a service provider employee, characterized by a personal connection between 
the two interactants. (Gremler and Gwinner, 2000, p.92). They identified two 
dimensions that can influence the interaction between said parties and create a 
sense of rapport. The two dimensions of rapport are; enjoyable interaction and 
personal connection. They applied these two dimensions to study the impact of 
customer -  employee rapport on customer satisfaction, positive word-of-mouth 
communication (WOM), and loyalty intention in two different service contexts 
(Bank and Dental). Their findings, however, showed that the two rapport 
dimensions are significantly related to customer satisfaction, loyalty intention, and
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likelihood of positive customer communication about the firm, in the bank 
context. In addition, the enjoyable interaction dimension, in the dental context, 
was significantly related to all three outcomes variables, whereas the personal 
connection dimension was significantly related to WOM. However, using the 
personal connection dimension to examine customer perception of mutual caring 
(e.g., I strongly care about this person) does not represent the real performance of 
the service provider. In other words, the mechanism in which rapport has been 
established is somehow unclear. Koermer (2005) argues that his study focuses on 
perceived “warm” type behaviour, rather than on communicative acts. He 
emphasized; “Worth nothing that the personal connection dimension of rapport 
examined customer perception of mutual linking” (p. 249). Koermer also argued 
that Gremler and Gwinner, (2000) examined overall customer satisfaction with the 
service organization without knowing the extent to which the service provider 
contributed to this satisfaction.
Another study which investigated the social aspects was conducted by Butcher 
(2005). The author found that social comfort (the customer’s feeling of anxiety or 
relaxation arising from the social interaction with a service provider) is 
significantly and positively associated with repurchase intention in hospitality 
encounters. Moreover, he found that social regard (the genuine respect, deference, 
and interest shown to the customer by the service provider, such that customer 
feels valued or important in the social interaction) is the only variable that is 
significantly and positively associated with repurchase intentions. These findings 
support earlier finding (Butcher et al., 2001), where social regard, was found to
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have a positive influence on a customer’s evaluation of a service encounter across 
three different types of service (hairdressing, health care, and café). Butcher’s 
findings are consistent with those of Gremler and Gwinner’s. However, it 
important to note that Butcher et al. (2001) and Butcher (2005) did not focus on 
communicative acts, but instead, the authors focused on perceived “comfortable” 
type behaviour. Thus, both dimensions (social comfort and social regards) 
measure customer feeling with the provider rather than the actual performance of 
the provider. In other words, they did not specify certain behaviours that create 
this type of feeling of social comfort and social regard (e.g., I feel comfortable in 
his/her presence, I feel as though I am well regarded by this person). Price et al. 
(1995) argue that customer and employee interaction may go beyond their 
traditional roles, into what they called ""authentic understanding'. If the provider’s 
performance connects with the customer’s life experience and both engage in self­
disclosure, then authentic understanding is achieved. They emphasized “this 
construct suggests that the service provider and client engage in self-revelation, 
expend emotional energy, and connect as individuals rather than simply 
performing their respective roles” (p. 92). They also found that authentic 
understanding involves relational exchange, which is not the primary objective 
found in other different scales (e.g. SERVQUAL definition of empathy or 
measures of courtesy). To conclude, the authors argue that the provider must show 
to the client that their reciprocity relationship is genuine in order to success and 
“not that the provider is merely playing his or her role, but that he or she is not 
playing a role at all” (p. 94).
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2.5 INTERACTION QUALITY
Over the past decades, there have been several attempts to conceptualize and 
model interaction quality (Brady and Cronin, 2001; Gronroos; 1984; Price et ah, 
1995; Schneider, 1980; Sheth, 1975; Surprenant and Solomon, 1987). Interaction 
quality refers to a customer's experience as a result of the interaction with the 
human element of the service organization (Alexandris et al., 2006; Brady and 
Cronin, 2001). Parasuraman et al. (1991) found that, while reliability of service 
provision was most important in meeting customer expectations, the process 
dimensions related to personal interaction were most important in allowing 
companies to exceed these expectations. While reliability was needed to compete, 
the encounter dimensions were what allowed companies to excel and potentially to 
“dominate the competition” (p. 47). The various definitions (models) of interaction 
quality, however, explain the dynamic nature of this construct and the challenge of 
its conceptualization. Sheth (1976), for example, developed a conceptual 
framework of the buyer-seller interaction that defined interaction quality in term 
of two dimensions; the style and the content of the communication. He further 
argues that the style -  or “the format, ritual or mannerism which the buyer and the 
seller adopt in their interaction” (p.382-383) -  determines the continuity of the 
interaction process and shapes the outcomes of the buyer-seller interaction (e.g., 
satisfactory or unsatisfactory transaction). Schneider (1980) conducted an 
empirical study on customer perception of service provider performance. He found 
that customer evaluation of service provider performance is based on three 
dimensions; provider’s courtesy, competence and attitude.
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The Nordic Model is also among these attempts at defining interaction quality. It 
delineates service quality into functional (process/interaction) and technical 
(outcomes) dimensions (Gronroos, 1982; 1984). The functional dimension defines 
customer perceptions of the interactions that take place during service delivery, 
while the technical dimension defines what customers receive in the service 
encounter (the outcomes). Functional quality focuses on “how” the service is 
provided, and considers issues such as the behaviour of customer-contact staff and 
the speed of service. Gronroos’ (1984) conceptualization of interaction quality has 
employed the disconfirmation paradigm, where the perceived interaction was 
presented against the expected. Similar to the idea of functional dimension in the 
Nordic School, the North American School (Parasuraman et al., 1988) defines 
interaction quality in term of four dimensions; reliability, responsiveness, empathy 
and assurances. These dimensions combine together with a fifth dimension 
(tangibles) to form what they called the “SERVQUAL” model. According to this 
model, the service quality is a function of perception and expectations. However, 
examination of the SERVQUAL items used to measure these quality dimensions 
indicates that many relate to human interaction (Bitner et al., 1990), and that the 
SERVQUAL incorporates notions of functional quality (Gronroos, 1984). 
Surprenant and Solomon (1987) identified three main dimensions that customers 
assigned to their service providers in their evaluation of the interaction quality 
namely; competence, helpfulness, sociability. A competent employee was 
described as capable, efficient, organized, thorough, and responsible, while 
helpfulness refers to the sincere, caring, and considerate behaviours shown by the
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service employee. Finally, sociability was defined as employee’s informality, 
talkativeness, and friendliness.
Price et al. (1995) created a measure of service provider performance that included 
the emotional and relational aspects involved in service provision. They specified 
five key dimensions of service provider performance namely; mutual 
understanding, authenticity, extra attention, competence, meeting minimum 
standards. Mutual understanding refers to the extent to which the interaction with 
the service provider is viewed as communicating empathy and understanding. 
Authenticity measures the extent to which the service provider and client engage in 
self-revelation, expend emotional energy, and connect as individuals rather than 
simply performing their respective roles. Competence refers to the functional 
dimensions of the service provider performance. Meeting minimum standards 
measures the failure of the service provider to meet minimum standards of civility in 
service performance, and finally; extra attention refers to the extent to which the 
service provider offered extra attention in the service encounter. Price et al. (1995) 
further argue that the two dimensions of service encounters that are likely to 
influence the relative level and importance of service provider performance 
dimensions (mentioned above) are the duration of the encounter and the spatial 
proximity of the service provider and client during the encounter. Goodwin and 
Gremler (1996) identified two main dimensions of interaction: functional (style of 
delivery of the technical service) and communal behaviours (other social 
behaviours). The authors argue that the former is required by the core service, 
while the latter is not essential to service delivery.
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By undertaking a dyadic face-to-face survey, Chandon et al. (1997) identified a set 
of dimensions that captures the interactive nature of encounters as perceived by 
both customers and personnel. These are; perceived competence, listening 
behaviours, dedication, and effectiveness. The authors found that perceived 
competence, listening and dedication contribute to the evaluation of the encounter 
more than the effectiveness of the service does. The data also establish that these 
three dimensions are the predominant criteria used by clients in assessing 
encounter quality. Winsted (2000) examined service provider behaviours that 
influence customer evaluation of service encounters (medical centre and 
restaurant). Based on the findings, he developed a three-dimensional scale to 
assess service encounters that encompassed concern, civility and congeniality. The 
first dimension (concern) combines the elements of empathy, assurance, and 
responsiveness, and the concept of authenticity. It also captures three of four 
service encounter dimensions identified by Chandon et al. (1997): perceived 
competence, listening, and dedication. The second (civility) dimension focuses on 
“not negative” behaviour. It suggests that there is a variety of behaviours that 
service providers must avoid in order to provide “adequate" service (Parasuraman 
et al., 1991) and to protect against customer dissatisfaction. The last dimension 
(congeniality) consists of things related to the service person’s positive attitude, 
sunny temperament, and warm personality (Winsted, 2000).
Most recently, Brady and Cronin (2001) proposed a new model of service quality 
by integrating the two schools of thought into one multidimensional-hierarchical- 
model. The new hierarchical model consists of three primary dimensions:
27
E. Alotaibi______________ Chapter 2: Interaction Quality in the Service Encounter
interaction quality, outcome quality and quality o f physical environments. Each of 
these primary dimensions is further composed of various sub-dimensions. The 
interaction quality dimension is comprised of the attitude, behaviour, and expertise 
of the service provider. The physical environment quality dimension is comprised 
of the ambient conditions, design, and social factors. The outcome quality 
dimension is comprised of waiting time, tangibles, and valence. The hierarchical 
service quality model is seen as the most fruitful approach to service quality 
assessment to date, since it was the first measure that synthesized all major prior 
conceptualizations of service quality (Pollack, 2009). Table 2.1 summarizes the 
various studies on interaction quality.
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Table 2 .1: Various Studies on Interaction Quality
Author/s Year Context Dimensions
Sheth 1975 Conceptual Framework of 
Buyer-Seller Interaction
Content
Style
Schneider 1980 Bank Courtesy
Competence
Attitude
Gronroos 1984 Conceptual Framework 
on Service Quality Model 
and its Marketing 
Implications
Functional Quality
Surprenant and 
Solomon
1987 Bank Competence
Helpfulness
Sociability
Parasuraman et al 1988 Appliance repair and 
maintenance services, 
retail banking, long­
distance telephone, 
securities brokerage, and 
credit cards services.
Reliability
Responsiveness
Assurance
Empathy
Price et al. 1995 Commercial rafting 
services (river rafting 
services in the Colorado 
River Basin)
Mutual Understanding 
Authenticity 
Extra Attention 
Competence 
Meeting Minimum 
Standards
Goodwin and 
Gremler
1996 Retail stores and auto 
dealers
Functional behaviours 
Communal behaviours
Chandon et al. 1997 ANPE Agency (the 
French National Agency 
for Employment)
Competence 
Listening behaviours 
Dedication 
Effectiveness
Winsted 2000 Medical and Restaurant 
Industries
Concern
Civility
Congeniality
Brady and Cronin 2001 Amusement parks, full- 
service restaurants, health 
care facilities, hair salons, 
automobile care facilities, 
dry cleaning, jewellery 
repair, and photograph 
developing.
Attitude
Behaviour
Expertise
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2.5.1 ISSUES WITH CURRENT MEASURES OF INTERACTION 
QUALITY
The first issue arising from the existing scales of measuring interaction quality is 
regarding their ability to capture the social aspects of service interaction. Mittal 
and Lassar (1996) argue that global measures of quality may not adequately 
capture the social aspects of service delivery. Service interactions have been 
classified into; basic interaction or ‘encounter’ and a more complex interaction ‘a 
relationship’ (e.g. Ford, 2001; Gutek, 1995, 2000; Gutek et al., 1999; Price et al. 
1999). The former refers to the interaction between two strangers, while the latter 
means recurring interactions between the customer and the service provider who 
actually come to know each other on a more personal level. During encounter 
(brief interaction between strangers), individuals are concerned about completing 
the task, while in relationship (recurring interactions), social belonging and mutual 
responsiveness to one’s needs are more important (Clark and Mills, 1993).
Service literature argues that global measures of interaction quality cannot 
distinguish between the two identified types of interaction (the encounter and the 
relationship) and, therefore, may not provide the details necessary to assess the 
strength and weakness of a relationship (e.g. Williams et al., 1999). In particular, 
they may fail to take account of the uniqueness and the realities of specific 
relationships (Rosen and Supemant, 1998). According to Williams et al. (1999), 
when measures focus only on specific transactions, they may fail to take into 
account the on-going nature of service relationships that are based upon repeated 
encounters
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Another issue arising from the existing scales of measuring interaction quality is 
that most of those models are too generic and are not applicable, or are only 
partially applicable, in some industries (Boulding et al., 1993; Carman, 1990). For 
example. Buttle (1996) questions the adequacy of the SERVQUAL model and 
suggests that the dimensionality depends on service type (is context specific). He 
further argues that SERVQUAL measures only the service process dimensions, 
but not the perceived outcome. Similarly, Babakus and Boiler (1992) argue that 
service quality may be complex and multi-dimensional for some services and uni­
dimensional for others, which also questions the generalization of SERVQUAL 
model.
Problems in interaction quality measurement arise also from a lack of clear and 
measurable parameters for the determination of quality. Therefore, empirical 
studies in hotels provide evidence that customers cannot distinguish some of the 
SERVQUAL dimensions. For example, Saleh and Ryan’s (1991) research in the 
hotel industry indicates that whereas tangibles and assurance are generic, the 
dimensions of empathy, assurance, and reliability cannot be replicated. Similarly, 
Getty and Thompson (1994) showed that the dimensions of tangibles and 
reliability are generic, but that assurance, responsiveness, and empathy merge in a 
single dimension called ""contact”. This was also confirmed by Ekinci, et al. 
(1998) who found that perception of service quality in resort hotels is a two- 
dimensional structure, named as “tangibles” and “intangibles”. All of these studies 
suggest that some of the dimensions proposed by the existing models may not be 
applicable for the evaluation of hotels. The criticism of existing models also
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revolves around some methodological issues in which those models were 
developed. For example, Moore (1994) contended that the sample used to test the 
Nordic model is biased. He further argues that the sample was specific to Swedish 
service firm executives, which again questions the generalization of the results to 
all service companies and/or same service company in other part of the world (a 
country-specific bias).
Ekinci (2002) argues that researchers have failed to determine the exact nature and 
number of dimensions in the hospitality industry, by applying different service 
quality models. The reason, in his opinion, lies in the fact that some service quality 
models are industry-specific. For example, the operational definitions of the 
SERVQUAL dimensions may be very specific to the retail environment, thereby 
making replications impossible in different situations.
Based on the above arguments, the present study aims to bridge these gaps in the 
literature by examining the dimensionality of interaction quality in service 
encounters and by enhancing the understanding of the different types of 
interaction in the hospitality service encounter.
2.5.2 NEW DIMENSIONS OF INTERACTION QUALITY
Chandon et al. (1997) argue that; “if we want to generate pleasant and fruitful 
encounters, we have to study them much more precisely, analyzing the various 
components of the interaction and the way in which they work together” (p.65).
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As discussed in previous section, prior research showed that existing models on 
quality fail to capture the dimensionality of the service encounter in the hotel 
industry (e.g. Ekinci et al., 1998), and this is due to the complex nature of the 
hospitality service encounter (Lee-Ross, 2004), and to the possible variance in the 
way that customers define and evaluate the social aspects of a single service 
encounter (Goodwin and Gremler, 1996). Therefore, this research presents a two- 
dimensional measurement for interaction quality in service encounters that 
includes both, the social aspects and the cognitive aspects. The new measurement 
consists of two dimensions: sociality communication and competence. Sociality 
communication refers to the social content of interactions between service 
employees and their customers. It concerns the manner in which service 
employees relate to customers as individuals. The competence refers to the 
necessary skills and knowledge that employee need in order to deliver the service 
adequately. Sociality communication is distinct from competence. For example, an 
interpersonal contact employee could be quite competent, but in a mechanical 
fashion (Mittal and Lassar, 1996). Also, a service employee could be warm and 
friendly, yet ignore task imperatives of being competent. Thus, the task competent 
(the non-social) of interpersonal interaction may or may not accompany any 
display of social dialogue. The concept of “sociality communication” is purported 
to capture the social component of interpersonal interaction.
2.5.2 1 SOCIALITY COMMUNICATION
The first proposed dimension for interaction quality is the sociality 
communication. Sociality was defined as “the performance that encourages a
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cooperative, social smoothness, void of intense interactions with others” 
(Pacanowsky and O’Donnell-Trujillo, 1983). The sociality communication 
dimension is derived from Koermer’s et al. (2000; 2003) studies, which 
investigate the impact of service provider’s sociality on customer satisfaction in 
different service contexts (professional vs. non-professional). The sociality 
communication has two-sub dimensions: personal connection and courteous 
expressions. Personal connection was defined as the provider’s ability to show 
pleasant and sociable behaviours, and courtesy expressions as those expressions 
that encompass greeting, thanking, using good manners, and other displays of 
politeness (Koermer et al., 1996).
The origin of the Sociality Communication and its measurement
In their study of organizational communication as cultural performance, 
Pacanowsky and O’Donnell-Trujillo (1983) identify five cultural performances 
that have been presented in the literature: ritual, passion, sociality, politics, and 
enculturation. They further argue that sociality refers to formalized codes of 
“executive etiquette”. Hence, sociality was defined as “performance that exhibits 
social smoothness and encourages cooperative, but not intense, interactions with 
others” (Pacanowsky and O’Donnell-Trujillo, 1983, pp. 139-140). The authors 
mentioned that sociality consist of four dimensions, namely: courtesies, 
pleasantries, sociabilities, and privacies. Courtesies include politeness, warm 
greetings and displays of friendlessness. Pleasantries include small talk and chats 
that are used to kill time in an enjoyable manner (e.g. talk related to sports, 
weather or politics). Pleasantries also can provide members a way of self-
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disclosure and of learning others’ individual styles. Sociabilities include joking, 
gossiping, and talking shop and they imply a certain level of intimacy between 
interactors. Finally, privacies or “behind closed doors” imply revealing more 
intimacy or personal information about oneself to others (Pacanowsky and 
O’Donnell-Trujillo, 1983).
Although the importance of sociality dimensions, at least theoretically, was 
admitted, they have not been subject to any empirical investigation until Koermer 
et al. (1996) used them to examine a participant observation of a family-operated 
service station. Their findings showed that sociality plays an important role in 
fostering provider/customer relationships, but the qualitative examination did not 
identify whether or not the four dimensions were discrete. Therefore, Koermer et 
al. (2000) developed the Service Provider Sociality Scale (SPSS) to quantitatively 
assess whether the four dimensions of sociality were discrete. Analyses of 
responses showed that sociality consisted of two significant dimensions: personal 
connection and courteous expressions. The personal connection dimension was 
comprised of pleasantries, sociabilities, and privacies. The courteous expressions 
constituted a type of communication (e.g. using good manners, greeting, thanking, 
showing politeness etc.).
To assess the internal consistency of the SPSS scale, Koermer et al. (2003) 
conducted a confirmatory factor analysis. The result showed that SPSS had 
substantial reliability (0.92 for personal connection, and 0.88 for courteous 
expressions), and discriminant validity. However, as a result of the confirmatory
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factor analysis, three items were removed, as they failed to confirm to the model’s 
fit. Consequently, the new SPSS consists of 21 items, where personal connection 
is measured by 10 items and courteous expressions are measured by 11 items. 
Their findings revealed that the personal connection dimension comprises 
pleasantness, sociability, and privacy, while courteous expressions constitute the 
type of communication.
Implication of the SPSS in services
Researchers have applied SPSS to investigate the impact of sociality on customer 
satisfaction and loyalty in different contexts of service. For example, Koermer et 
al. (2005) found that courteous expressions explained significantly more variance 
in customer satisfaction than did personal connection for both professional 
(doctor, hairdresser) and non-professional (convenience store clerk, fast-food 
employee) service provider occupational type. Similarly, in their later study on the 
impact of sociality on customer loyalty with service provider and service 
organization using SPSS, Koermer and McCroskey (2006) reemphasized the 
importance of the two dimensions (courteous expressions and personal 
connection) on fostering customer-to-service provider and customer-to-service 
organizational loyalty relationships. They found that the two dimensions 
accounted for significant variance (44-54%) in customer loyalty toward the 
provider and the service organization. More recently, Koermer and Kilbane (2008) 
investigated the impact of physician sociality on patient satisfaction and their 
findings were consonant with previous research findings. They found that 
courteous expressions were a stronger predictor of patient satisfaction than was
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personal connection. Additionally, their study revealed that customers who are 
loyal to a service provider are very likely to be loyal to the service organization. 
The two dimensions of sociality communication (personal connection and 
courteous expressions) imply that the two actors (provider and customer) are 
connected as individuals. Personal connection sociality, for example, indicates that 
both actors managed to perform a type of communication in which they felt 
“cooperative interaction” and “social smoothness” with each other (Pacanowsky 
and O’Donnell-Trujillo, 1983).
2.S.2.2 EMPLOYEE COMPETENCE
The second dimension of interaction quality is employee competence. Employee 
competence has often been considered as an attribute of the contact employee 
(Corsby et al., 1990). It refers here to an employee’s capability of successfully 
performing a task (Spreitzer, 1995), and it defines the extent to which the 
individual provider can affect the outcome of the interaction through his/her skills 
(Dolen et al., 2004). Employee competence is known as the knowledge and skills 
that employees must have in order to effectively deliver customer service. The 
knowledge refers to information that a person possesses in specific content areas, 
while the skill refers to the ability to perform a certain physical or mental task 
(Spencer and Spencer, 1993). Employee competence means that employees are 
well trained, knowledgeable and know how to do their job effectively.
Ash et al. (2000) defined competence as adequate skills and knowledge to 
successfully complete job tasks, while Spencer and Spencer (1993) defined it as
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internal characteristics of an individual that produced effective and superior 
performance. Competence was also defined by Parry (1996) as “a cluster of 
related knowledge, skills, and attitudes that affects a major part of one's job (a role 
or responsibility), that correlates with performance on the job, that can be 
measured against well-accepted standards, and that can be improved via training 
and development”(p.50). Competence then reflects the task-specific actions (the 
specific job-related tasks) and it suggests that an employee has an ability to do 
something satisfactorily (Herling, 2000). The competent employee understands 
customers’ needs, knows the products and services offered, delivers the 
services/the products efficiently, and can communicate effectively with customers. 
Thus, he/she is seen as thorough, efficient, organized, and capable of creating a 
positive experience for customers (Price et al., 1995). A competent employee is 
also expected to provide prompt service, to know how to solve problems, and to 
handle customer complaints efficiently (Herling, 2000).
When assessing the service encounter, customers will often attribute some level of 
competence to the service provider and they are more likely to be satisfied with 
service providers that they perceive as competent. Empirical research by Hausman 
(2003) found that the main determinant of customer satisfaction in the context of 
social workers is the core service (the competence). Customer satisfaction is also 
an antecedent of repeat purchases and positive word-of-mouth communication 
(Bitner, 1990); thus, perceived competence may serve as an indicator of the 
consistency with which future services are likely to be rendered. Johnson et al. 
(1998) found that the likelihood that the service provider will be recommended is
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clearly subject to the customer’s evaluation of the provider’s perceived 
competence. According to Dabholkar et al. (1996) employee competence can be 
captured by measuring customer perception of service provider ability to provide 
the necessary information, keep promises, solve problems, and correctly perform 
services. Following Dabholkar’s et al (1996) suggestion, the current study 
measures employee competence using four items. These items were derived from 
the Retail Service Quality Scale (Dabholkar et al., 1996) and they, as mentioned 
before, measure employee competence in term of his/her ability to provider the 
necessary information, keep promises, solve problems, and correctly perform 
services.
2.6 CONCLUSION
This chapter has explored literature on interaction quality in service encounter. It 
began with an overview of the service encounter, followed by a review of the most 
challenging aspects of service delivery during encounters. The importance of the 
social aspects of service delivery and their impact on customer evaluation of 
service was then discussed. The next section highlighted some issues regarding the 
previous models of interaction quality, and finally the new dimensions of 
interaction quality were presented and discussed. Based on these sections, several 
conclusions can be discussed.
This chapter has introduced the importance of the interaction quality in service 
encounter, and drew attention to the importance of the social nature of service
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encounter. Thus, the study is an attempt toward enriching our understanding of 
service encounter by analysing the various components of the interaction. This 
takes into account the social nature of the service encounter as an important 
element of interaction quality alongside the cognitive aspects of the interaction -  
competence
Hospitality services are characterized by a very high level of interpersonal 
interaction between the service representative/s and the customer/s. This process 
of customer-employee interaction is identified as the key element in the service 
exchange and the quality of this interaction has a clear and important impact on 
the customer’s overall perception of service quality. However, finding ways of 
explaining and exploring the quality of the interaction during the service encounter 
is a challenging task. A review of the literature on previous models of interaction 
quality has indicated that the problems with the number and the nature of its 
dimensions remained unresolved in the service marketing and hospitality 
literature. Mores pacifically, prior studies did not adequately capture the social 
nature of interaction quality and the factors that might affect the interaction 
process in hotel industry. Therefore, this study will attempt to address this gap by 
presenting a new comprehensive model that puts the concept of interaction quality 
into an indispensable wider social context. The new model will identify the 
important social exchange variables (sociality communication) in service 
encounters alongside the cognitive aspects (competence).
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CHAPTER THREE
ANTECEDENTS AND CONSEQUENCE OF 
INTERACTION QUALITY
3.0 INTRODUCTION
This chapter consists of two main sections. The first section discusses the 
antecedents of interaction quality while the second section highlights the 
consequence. Physical environment and customer-employee congruence are the 
two proposed antecedents, whereas encounter satisfaction is the consequence.
3.1 ANTECEDENTS
Being “first” and “foremost” social encounters, service encounters are subject to 
all of the dynamic factors that influence social interaction in general (McCallum 
and Harrison, 1985. p.35). Therefore, this section will highlight the relevant 
factors (antecedents) that might affect interaction quality in service encounter from 
a customer’s perspective. This section is divided into two sub-sections. The first 
sub-section will discuss the relationship between customer’s responses to physical 
environment and the interaction quality, while the second sub-section will cover 
customer-employee congruence theories and their relationship with service 
interaction.
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It is because a customer usually encounters physical environment prior to his/her 
interactions with a service provider (Namasivayam and Mattila, 2007), then the 
physical environment can assume a facilitator role by either aiding or hindering 
the ability of customers and employees to carry out their respective activities 
(Bitner, 1992). In addition, it has been suggested that customers attempt to 
preserve, enhance, or extend their self-image by purchasing services they perceive 
as congruent with their self-image(s) (e.g. Ekinci and Riley, 2003; Jamal and 
Adelowore, 2008). The following two sections will discuss the two antecedents in 
more details.
3.1.1 CUSTOMER’S RESPONSES TO THE PHYSICAL 
ENVIRONMENT
When a service encounter requires a close interaction between the customer and 
provider, the physical environment will then facilitate this interaction (Zeithaml et 
al., 2003; Zemke and Shoemaker, 2007). The assumptions are that dimensions of 
the physical environment will affect customers and employees and then they will 
behave in certain ways depending on their responses “reactions” to the physical 
environment (Zeithaml et al., 2009).
The physical environment was defined as; “the environment in which the service 
is delivered and where the firm and the customer interact: and any tangible 
commodities that facilitate performance or communicate the service” (Zeithaml 
and Bitner, 1996, p. 518). It has also been termed as; “servicescape” (Bitner, 
1992), “atmosphere” (Kotler, 1973), “environmental psychology” (Mehrabian and
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Russell, 1974) and physical surroundings. Kotler (1973) defines “atmosphere” as 
the buying environments that produce specific emotional effects in the consumer 
that enhance his/her purchase probability. He further argues that the atmosphere 
can be generated through the senses, including sight (e.g., colour, brightness, size, 
and shapes), sound (e.g., volume, pitch), scent, and touch (e.g., softness, 
smoothness, temperature). Kotler sometimes refers to atmosphere as the place 
where the product or service is bought or consumed. Although many researchers 
have highlighted the importance of physical environment in the service industry, 
the question of which specific aspects are covered by the term “physical 
environment” remains open (Reimer and Kuehn, 2005). Bitner (1992) defines 
physical environment or servicescape as the “built environment” or the “man- 
made” environment, as opposed to the natural or social environment. She also 
differentiates between the environmental factors and other social factors (factors 
that include people). Her model fiirther suggests that the social interactions are 
viewed as outcomes of the employee-customer interaction, rather than as a form of 
environmental stimulus (see Figure 3.1).
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Figure 3.1: Bitner’s (1992) Framework of the influence of physical surroundings on 
_________________________ customers and employees_________________________
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In Bitner’s opinion, the perceived physical environment (servicescape) does not 
directly cause people to behave in certain ways; rather, their perceptions of the 
environment lead to certain beliefs, emotions, and physiological sensations, which 
in turn influence their behaviours. Thus, Bitner’s model views customer’s 
responses to physical environment as an antecedent of the social interaction 
between customer and employee.
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3.1.1.1 INFLUENCE OF CUSTOMER’S RESPONSES TO THE 
PHYSICAL ENVIRONMENT ON INTERACTION 
QUALITY
A customer’s responses to the physical environment can have a strong impact on 
his/her interaction with service provider. The customer’s responses to the physical 
environment may result in encouraging or limiting/deterring his or her interaction 
with others (Forgas, 1979; Tomb and McColl-Kennedy, 2003). It is because a 
customer usually encounters physical environment prior to his/her interactions 
with a service provider (Namasivayam and Mattila, 2007), then the physical 
environment can assume a facilitator role by either aiding or hindering the ability 
of customers and employees to carry out their respective activities (Bitner, 1992).
Bennett and Bennett (1970) argue that the physical environment does affect the 
interaction in two ways; the progress and the duration. Similarly, Aubert-Gamet 
and Cova (1999) indicate that physical environments are not only physical 
evidence of the service but rather they are “evocative backgrounds for human 
activities” (P. 38). The physical environment therefore can be viewed as a form of 
nonverbal communication that influence people’s beliefs about a place, other 
people and products found in that place (Rapoport, 1982; Zemke and Shoemaker, 
2007; 2008).
Environmental psychologists suggest that individual respond to places within two 
general forms of behaviours: approach and avoidance (Mehrabian and Russell, 
1974). The approach-avoidance model (Figure 3.2) is based on the Stimulus- 
Organism-Response (S-O-R) paradigm, which proposes that stimulus (S) from the 
environment would affect one’s emotions (O) which, in turn, creates one’s
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approach or avoidance behaviour. The model postulates that the emotional states 
mediate the approach -  avoidance behaviours in environmental situations and can 
be characterized in term of three emotional responses: pleasure, arousal and 
dominance. Pleasure refers to the extent to which an individual feels pleased and 
happy with the environmental stimuli, while arousal refers to the degree to which 
an individual feels excited and aroused. Lastly, dominance refers to the extent to 
which a person feels dominance. This dimension has, however, received only 
minor attention in subsequent empirical research (Chebat and Michon, 2003). In 
their modification of the approach-avoidanee model, Russell and Pratt (1980) 
deleted the dominance factor.
Figure 3. 2: Mehrabian and Russell's approach-avoidanee model
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Russell and Pratt (1980) found that the two dimensions of pleasure and arousal 
(pleasant-unpleasant and arousing-sleepy) were adequate to represent individuals’ 
emotional responses to a wide range of environment. The two-dimensional model 
also identifies two correlated dimensions resulting from the interaction of the basic 
two, see Figure 3.3.
47
E. Alotaibi Chapter 3: Antecedents and Consequence o f interaction Quality
Figure 3 .3 : Dimensions of Emotions and Eight Major Emotional States
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Despite the importance of the physical environment in facilitating interaction 
quality (Bennett and Bennett, 1970; Bitner, 1992), limited research has examined 
their relationships. For example, Donovan and Rossiter (1982) employed 
Mehrabian and Russell’s model to study consumer behaviour in a retail 
environment. Their findings suggest that simple affect (store-induced pleasure) is 
a very powerful determinant of approach-avoidance behaviours within the store. 
The results also suggest that arousal (store-induced feelings of excitement) can 
increase time spent in the store and also willingness to interact with sales 
personnel. Moreover, they found that the emotional responses induced by the 
environment within the store are primary determinants of the extent to which the 
individual spends beyond his or her original expectations. Holahan (1982) found 
that some interaction behaviours (such as, small group interaction and friendship 
formation) were strongly influenced by the physical environment in which they
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occur. More recently, Zemke and Shoemaker (2007) found that the use of a 
pleasant ambient odour (essential oil of geranium) in a small conference room had 
a significant, positive influence on the number of social interactions exhibited by 
participants.
In hotel industry, where social interaction is the core product that customers buy, 
physical environment has been said to influence the nature and the quality of 
customer-employee interaction (Bowie and Buttle, 2004). However, to the best of 
the researcher knowledge, no study to date has examined empirically the impact of 
physical environment on interaction quality in hotels. Therefore, the findings of 
this study will contribute toward filling this gap in literature.
3.1.1.2 DIMENSIONS OF THE PHYSICAL ENVIRONMENT
Despite the intrinsic complexity of providing a consistent model for the physical 
environment, various studies have been conducted to determine what constitutes 
the physical environment (Baker, 1987; Bitner, 1992; Stevens et al., 1995; 
Wakefield and Blodgett, 1996). Table 3.1 shows various dimensions used by 
researchers to define the physical environment.
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Author Scale Dimensions
Baker (1987) ATMOSPHERICS Ambient factors
Design factors (aesthetics &
functional)
Social factors
Bitner (1992) SERVICESCAPE Ambient conditions
Spatial layout and functionality
Sign, symbol and artefacts
Wakefield and Blodgett 
(1996)
SERVICESCAPE Layout accessibility 
Facility aesthetics 
Seating comfort 
Electronic equipment/displays 
Facility cleanliness
Baker (1987) identified three fundamental dimensions of the physical 
environment: ambient factors, design factors, and social factors. Ambient includes 
background variables such as aroma, lighting, and temperature, while design 
compromised the aspects more tangible in nature, such as fiimishings, spatial 
layout, and colour. In Baker’s model, the design factors include both the aesthetic 
aspects (e.g., décor, beauty) and the functional aspects that facilitate high quality 
service (e.g., layout). Finally, the social factors deal with people (employees and 
customers) in the environment.
Bitner (1992) identified three primary dimensions of the physical environment 
(see Figure 3.1) that influence customer perceptions of the servicescape:
- Ambient conditions: refers to the factors that affect perceptions of, and 
human responses to, the environment or factors that directly relate to the 
five human senses (e.g., climate, temperature, noise, and music).
- Spatial layout and functionality: spatial layout refers to the ways in which 
machinery, equipment, and furnishings are arranged and the size and the
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shape of those items, while functionality refers to the ability of the same 
items to facilitate performance and the accomplishment of goals.
- Signs, Symbols, and Artefacts', refer to the signage and décor used to 
communicate and enhance a certain image or mood or to direct customers 
to desired destinations (e.g., entrances, exists).
Bitner’s servicescape dimensions refer to the “built environment” or “the 
controllable dimensions that constitute the servicescape” (p. 59). Thus, people are 
excluded from the servicescape in Bitner’s model, as they cannot be controlled, to 
any large extent, by management.
Moving beyond Bitner’s (1992) conceptual models, Wakefield and Blodgett 
(1996) examined the effects of the environmental dimensions (layout accessibility, 
facility aesthetics, electronic equipment, seating comfort, and cleanliness) on the 
perceived quality of the servicescape. The findings illustrate that the servicescape 
has strong effect on the length of time customers desire to stay in the leisure 
service settings and on their intention to return. Although customers may be 
attracted to leisure services for a variety of reasons, it is their satisfaction with the 
servicescape that keeps them there. However, this study did not consider the 
ambient conditions because they could be difficult to control in some leisure fields 
such as open-air stadiums and other outdoor settings (Wakefield and Blodgett, 
1996).
In addition to the above mentioned studies, the physical environment was also 
measured as a dimension of service quality. For example, Brady and Cronin 
(2001) presented an alternate conceptualizing of service quality that consists of
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three dimensions: interaction quality, outcome quality and quality of physical 
environments. Tangibility was the only common dimension between the two major 
conceptualizations of service quality by Parasuraman et al. (1988) and Brady and 
Cronin (2001).
Another multiple item scale for measuring service quality is DINESERV 
presented by Stevens et al. (1995). DINESERV measures service quality in 
restaurants. The scale maintains the same five dimensions as in SERVQUAL but 
treats the tangibility dimension more elaborately (10 items) than does 
SERVQUAL, and most of these items are related to aesthetic and functional 
dimensions. However, both scales (SERVQUAL and DINESERV) have 
completely ignored the ambient dimension of the physical environment (Raajpoot, 
2002).
To sum up, physical environment is said to function variously either as 
antecedents or moderators of the relationship between a service exchange and 
satisfaction outcomes (Namasivayam and Lin, 2004). This research will adhere to 
Bitners’s definition of physical environment “servicescape” and will treat the 
environmental factors as antecedents. The research model will focus on the “built 
environment” since it can be controlled -  to large extent -  by the management.
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3.1.2 CUSTOMER-EMPLOYEE CONGRUENCE
Customer-employee congruence refers to the degree of “match” between the 
customer and the service employee. In the marketing literature, self-image 
congruence occurs during the consumption process, when a particular 
product/service user-image interacts with the consumer’s self-conc^t to generate 
a subjective experience (Sirgy, 1997). Parallel to this argument, Jamal and 
Adelowore (2008) suggest that during the service interaction, the service employee 
image interacts with the customer’s self concept, generating a subjective 
experience as well. The rationale behind such assumptions comes from the social 
psychology literature, which argues that the tendency toward meaningful 
interaction among people increases when the persons have similar characteristics, 
thus conducing to mutual liking (Homans, 1961).
The self-concept is central to the customer-employee congruence. The assumption 
is that people try to protect and enhance their self-concept by affiliating with 
people whom they perceive to be the same as them, or whom they perceive to have 
the same self-concept as they have of themselves (Turner, 1985). Self-concept 
was defined as “... the totality of individuals’ thoughts and feelings having 
reference to themselves as subjects as well as objects” (Malhotra, 1988, p.7). 
Grubb and Grathwohl (1967) conceptualize self-concept as it relates to “what one 
is aware of, one’s attitudes, feelings, perceptions, and evaluations of one’s self as 
an object” (p. 24). They used the theory of individual self-enhancement (Rogers, 
1951) as a basis for hypothesizing that self-concept is of value to the individual, 
and that an individual’s behaviour will therefore be directed toward the protection
53
E. Alotaibi_________Chapter 3: Antecedents and Consequence o f interaction Quality
and enhancement of their self-concept. Higgins (1987) argues that self-concept 
develops through social interaction (how we perceive ourselves is affected by how 
we perceived or have perceived others to perceive us). Self-concept, therefore, is a 
reflection of others’ perceptions and opinions of the self (Schanger and 
Schoeneman, 1979), and it is about the awareness and attitude that individuals 
hold with regard to their own being. From a social psychological perspective, 
individuals attempt to make sense of one another in order to guide their own 
actions, as well as the social interaction process with others (Fiske, 1993).
Researchers have investigated the possibility that one’s self-concept is not merely 
a single construct, but instead is multidimensional, being comprised of various 
manifestations of the self (e.g. Sirgy, 1982; Todd, 2001). Bracken (1992) argues 
that self-concept is “a multidimensional and context-dependent learned 
behavioural pattern that reflects an individual’s evaluation of past behaviours and 
experiences, influences an individual’s current behaviours, and predicts an 
individual’s future behaviours” (p. 10). The multidimensional self-concept (or self- 
image) said to comprise four components: the actual self (how individuals 
perceive themselves), the ideal self (how they would like to perceive themselves), 
the social self (how they believe others perceive them), and the ideal social self 
(how they desires to be perceived by others) (Rosenberg, 1979; Sirgy, 1982; 
1986). This multidimensional self-concept (image) explains why and how 
consumers are motivated to interact with reference groups, salespeople, and 
competing brands (Heath and Scott, 1998).
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The impact of a consumer’s self-concept on his/her behaviours is well documented 
in the consumer behaviour literature (e.g., Ekinci and Riley, 2003; Guttman, 1973; 
Hamm and Cundiff, 1969; Leigh and Gable, 1992; Sirgy, 1982; 1985). The 
findings of the previous research emphasize the role of self-concept on consumer 
behaviour (Guttman, 1973), implicit behaviour patterns (Greeno et al., 1973), 
symbolic interactionism (Leigh and Gable, 1992), and perception of product 
(Hamm and Cundiff, 1969) and service (Ekinci and Riley, 2003). The notion 
behind these researches is that consumers always attempt to preserve, enhance, or 
extend their self-image (perception of self) by purchasing products or services they 
perceive as congruent (match) with their self-image(s) and by avoiding products 
and services they perceive are not (Schiffman and Kanuk, 2007). Researchers have 
argued that products, suppliers, and services are assumed to have personal images 
(the product/service user-images), as people do (Sirgy, 1986). During the 
consumption process, a service user-image interacts with the consumer’s self- 
concept generating the self-image congruence or self-congruity (Sirgy, 1997). 
Sirgy et al. (2000) extended this theory and applied the self-congruity concept to 
the retail settings. They presented an integrative model which suggests that self- 
congruity involved a process of matching between a consumer’s self-concept with 
the retail patron image. According to the integrative model, the purchase 
behaviour will be affected by the degree of congruence (match) between the 
shopper’s self concept and the retail patron image (Sirgy et al., 2000).
By extending the idea of image-congruence to employee-customer interaction, this 
study follows Jamal and Adelowore’s (2008) model and suggests that individuals
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are likely to have greater access to others who are congruent or similar to 
themselves. In the service encounter, for example, customers may use some 
congruent traits that are associated with the human personality as structures that 
can be used to make sense of other people (Leyens and Fiske, 1994), and they may 
form these impressions in even the briefest social interactions (Ambady and 
Rosenthal, 1992). McGinnies and Ward (1980) argue that perceived similarity 
between customers and employees facilitates communications concerning specific 
service attributes. Similarly, Klohnen and Mendelsohn (1998) argue that people 
always seek similar others and seek in others what they value in themselves. To 
this end, customer- employee congruence is defined in term of two dimensions: 
self-employee congruence or perceived similarity and interpersonal congruency.
3.1.2.1 DIMENSIONS OF CUSTOMER-EMPLOYEE 
CONGRUENCE
Self-Employee Congruence/ Perceived similarity
In line with the self-image congruence theory (Sirgy, 1986; Sirgy et al., 1997) and 
the self-employee congruence theory (Jamal and Adelwore, 2008), this study 
defines self-employee congruence as “the extent to which a customer perceives the 
service employee’s image as similar to his/her own self-concept” (Alotaibi et al., 
2010, p. 3). The concept “self-employee congruence” was first introduced by 
Jamal and Adelowore (2008). Following Sirgy’s (1997) new method of measuring 
self-image congruence and Sirgy’s et al. (2000) integrative model, Jamal and 
Adelowore (2008) extended the concept of self-congruence to the context of 
customer-employee interactions in the retail banking sector. The authors argue
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that during service interaction, the service employee image interacts with the 
customer's self concept to generate a subjective experience called “self-employee 
congruence”. The findings of their empirical research revealed that self-employee 
congruence has a significant and direct impact on customer interactions, 
relationship, satisfaction and loyalty towards employees. Their findings are 
consistent with some previous research. For example, Cunningham and Sagas 
(2006), who investigated the impact of perceived demographic dissimilarity on 
interaction quality and customer satisfaction, found that perceived demographic 
dissimilarity was related negatively to the amount of interaction and, subsequently, 
to customer satisfaction. Similarly, Churchill et al. (1975) found that shopper- 
salesperson similarity -  in term of age, gender, nationality, race, education, 
religious, height, and political preferences -  significantly related to size of 
purchase.
Such findings reflect the theory of homophily (Lazarsfeld and Merton, 1964) 
which argues that individuals enjoy the comfort of interacting with others who are 
similar to themselves. When individuals share common meanings, belief, and 
mutual understandings, interaction between them is more likely to be effective. 
The phenomenon of perceived similarity is known as “homophily”. Touchey 
(1974) defines homophily as the degree to which individuals in dyads are 
congruent or similar in certain attributes such as; demographics variables, beliefs, 
and values. When two individuals share common meaning, beliefs, and mutual 
understanding, interaction between them is more likely to be effective. Thus, 
similarity occurs when there is agreement between subject’s self concept and the
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behaviour of another person (Touchey, 1975). Homophily is the principle that 
contact between similar people occurs at a higher rate than among dissimilar 
people (heterophilous). Opposite to homophily is “heterophily” which refers to the 
degree to which individuals in dyad interaction are incongruent and dissimilar in 
term of values, beliefs, education and social status. Such dissimilarity requires 
more effort to make interaction effective, and may cause cognitive dissonance in 
some situations (Lazarsfeld and Merton, 1964). Recent findings support the theory 
of homophily in marketing research. These findings reveal that customers are 
more comfortable dealing with salespersons similar to themselves (Manning and 
Reece, 1998) and sellers appear to be more comfortable approaching customers 
similar to themselves (Futrell, 1997).
Similar to homophily theory, the similarity-attraction theory (Byrne, 1971) 
postulates that individuals are attracted to others who are similar to themselves. 
Individuals’ self-concepts cause them to affiliate with groups of people whom they 
perceive to be the same as them, or whom they perceive to have the same self- 
concept as they have of themselves (Turner, 1985). In other words, people who 
have a certain self-concept prefer to associate with others who they believe to have 
the same self-concept. One would argue, therefore, that what customers visually 
see during a service encounter will have an impact on their perceptions and 
subsequent dis/satisfaction.
Findings from marketing research emphasize the importance of the perceived 
similarity to a customer’s perception of service performance and subsequent
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behaviours. Customer-employee similarity was found to have a positive impact on 
interaction quality in retail settings (Churchill, et al. 1975), insurance (Crosby, et 
al. 1990), and industrial purchasing (Dion, et al. 1995).
However, the existence of customer-employee similarity in service encounter was 
questioned by some scholars. For example, Shamir (1980) discussed the issue of 
status differential in service encounter. Shamir argued that the status of the service 
employee, as a role occupant, is subordinate (having lower status) relative to that 
of customer, and thus, “the more the equal the status of the two parties, the higher 
the person-role conflict” (p. 745). Similarly, Jones and Lockwood (2006) argued 
that; “it is a natural part of taking a job in the hotel and catering industry that you 
occupy a low status position where the customer is always right” (p. 116). Thus, 
this study will conduct qualitative interviews to further investigate this issue. 
Table 3.2 summarizes some of the empirical studies on perceived similarity and its 
impact on the interaction outcomes.
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Author (s) Context Type of Similarity Findings
Churchill, Collins, 
and Strang (1975)
Retail Age, gender, height, 
nationality, race, education, 
religious, and political 
preferences.
Shopper-salesperson’s 
similarity significantly 
related to size of purchase.
Crosby, Evans, and 
Cowles (1990)
Insurance Personality, appearance, 
dress, speech, mannerisms, 
family, hobbies, values, 
education, income, and 
social class.
Policy holder-agent’s 
similarity significantly 
related to sales.
Dion, Easterling, and 
Miller (1995)
Industrial
Purchasing
Personality Purchasing manager- 
salesperson’s similarity 
positively significant with 
trust and sales 
performance.
Smith (1998) Industrial
purchasing
managers
Gender, life stage, cultural 
background, work 
attitudes, and personality
Customer-sales 
representative similarity 
positively significant with 
several measures of 
relationship quality.
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Interpersonal Congruency
The second dimension of customer-employee congruence is the interpersonal 
congruency. The notion of interpersonal congruency arises from the social 
psychological framework of the self-concept. It has its root in the symbolic 
interactionism theory (Mead, 1934), which argues that individuals infer who they 
are, based on how others treat them. The interpersonal congruency theory 
(Backman, 1988; Backman and Secord, 1962; Secord and Backman, 1964) argues 
that “individuals shape the interaction process so as to maximize congruency 
among three components of an interpersonal matrix” (p.321). These components 
are: (1) an aspect of the self-concept; (2) persons’ interpretations of their 
behaviours relevant to that aspect; and (3) the relevant behaviours, perceptions, 
and feelings of some other person in the dyad.
The interpersonal congruency theory argues that congruency is achieved by 
several interpersonal processes; involving cognitive reconstruction, selective 
attention, selective evaluation, and self-presentation. Therefore, the theory 
distinguishes between three forms of congruency: congruency by implication, by 
validation, and by comparison. The first form (congruency by implication) 
involves the perception that others ascribe characteristics to the individual that are 
also part of the individual self-concept. Congruency by validation takes place 
when others behave towards the individual in accordance with his/her own self- 
concept. The last form of congruency (congruency by comparison) occurs when 
comparisons with others result in the individual’s belief that others possess
61
E. Alotaibi________ Chapter 3: Antecedents and Consequence o f interaction Quality
characteristics that are consistent with his/her self-concept. As a result, a high 
interpersonal congruence will result in fostering harmonious and productive 
interactions. When customers trust that the views of a service employee 
concerning themselves are consistent with their own views about themselves, then 
they feel a heightened level of coherence and predictability (Swann 1983; Swann, 
et al., 1992). Thus, if customers sense that employee/s see them congruently; they 
will know how to behave and how their interaction partners are apt to react to 
them. This, of course, will help to facilitate smooth social interaction and enhance 
the chance that both (customers and employees) will achieve the goals that 
brought them to the interaction (Polzer et al., 2002).
3.1.3 SUMMARY
This section identified the antecedents of interaction quality in the service 
encounter. Two antecedents were identified: customer’s responses to the physical 
environment and customer-employee congruence. It began with a definition of 
physical environment and its influence on interaction quality, followed by a 
review of the various approaches used to measure physical environment. Customer 
-employee congruence was then discussed as the second antecedent of interaction 
quality.
Including both the structural factor (service environment) and the dynamic factors 
(customer-employee congruence) as antecedents of interaction quality will fill a 
gap in the literature. In fact, no prior study has examined the antecedents of 
interaction quality in service encounter. More precisely, the impact of the two
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antecedents on interaction quality has not yet been investigated. Also, applying 
relevant social psychological theories will contribute in exploring new areas in 
service research that have not yet been explored (e.g. interpersonal congruency). 
Thus, this research will contribute toward filling this gap in the literature.
Of course, one should remember that these are not the only antecedents of 
interaction quality, but there are also other factors that might affect the interaction, 
such as cultural background (Furrer, et al., 2000; Mattila, 1999; Riddle 1992), 
personality (Guttman, 1973), expectations (Parasuraman et al., 1988), displayed 
emotions (Barger and Grandey 2006; Mattila and Enz, 2002), perceived 
demographics (Cunningham and Sagas, 2006) and pre-consumption mood 
(Bagozzi at al, 2002, Mattila and Wirtz, 2000). However, using self-employee 
congruency as an antecedent of interaction quality will control and limit the effects 
of other factors or antecedents. The current definition and measurement of self­
employee congruence (the match degree) covers all similarity types, which may 
include cultural background similarity (Smith, 1998), personality similarity (Dion 
et al., 1995), values and social class similarity (Crosby et al. 1990) or even belief 
similarity (Touchey, 1974). Likewise, the interpersonal congruency dimension will 
also contribute to control other expected antecedents. For instance, when 
customers trust that the views of a service employee concerning themselves are 
consistent with their own views about themselves, then their expectations about 
the service encounter are confirmed and, consequently, they feel a heightened 
level of coherence and predictability (Swann 1983; Swann, et al., 1992).
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3.2 CONSEQUENCE: ENCOUNTER SATISFACTION
The importance of customer satisfaction to business performance has been 
emphasized in hospitality research and in broader research environments (Berry 
and Parasuraman, 1991; Brogowicz et al., 1990; Parasurman et al., 1985). Since 
the 1970s, researchers have attempted to define and model customer satisfaction. 
Since that time, various models/frameworks have been developed to explain 
customer satisfaction. Most of these models have defined customer satisfaction as 
a feeling that results from comparing a product’s/service perceived performance in 
relation to personal expectations (e.g., Kotler 2003; Oliver 1980; 1997). For 
example, Engel and Blackwell (1982) defined customer satisfaction as “an 
evaluation that the chosen alternatives consistent with prior beliefs with respect to 
that alternative” (p.501). Churchill and Surprenant (1982) argued that satisfaction 
is the result of the purchase or use of product or service, which results from the 
comparison by the customer between the reward and the cost of purchase, taking 
into consideration the expected consequences. Oliver (1997, p. 13) stated that 
"satisfaction is the consumer's fulfilment response. It is a judgment that the 
product or service feature, or the product or service itself, provided (or is 
providing) a pleasurable level of consumption-related fulfilment, including levels 
of under- or over fulfilment." This definition suggests that the evaluation process 
includes all consumption experience, and this is important in the study of customer 
satisfaction with services because of interactive nature of service encounters 
(Bateson and Hoffman, 1999; Bitner, 1990).
64
E. Alotaibi_________Chapter 3: Antecedents and Consequence o f interaction Quality
There has been considerable debate as to whether customer satisfaction is an 
attitude or a relatively transient consumption-specific construct, or whether it is an 
outcome or an evaluation (Yi, 1990). Some researchers argued that satisfaction 
and service quality measure the same thing (e.g. Dabholkar, 1993; Spreng and 
Singh, 1993), while others believe they are different (e.g. Parasuraman et al., 
1988; Bitner, 1990; Boulding et al., 1993; Ekinci et al., 2008; Oliver, 1993; Rust 
and Oliver, 1994). Another debate revolves around the difference between the 
expectations held prior to purchase, and the post consumption performance 
evaluations (known as the gap model for service quality measurement, and as the 
disconfirmation paradigm for customer satisfaction measurement). Rust and Oliver 
(1994) suggest that customer satisfaction and service quality are different and that 
the quality is one encounter-specific service dimension that consumers use in their 
satisfaction judgments. This led to another question regarding the superiority 
issue; whether customer satisfaction with a service encounter is antecedent to 
perceived service quality, or whether perceived service quality contributes to 
customer satisfaction. In fact, the common assumption is that service quality leads 
to customer satisfaction (Cronin and Taylor, 1992; Ekinci et al., 2008; 
Parasuraman et al., 1994) and customer satisfaction mediates the relationship 
between service quality and loyalty (Caruana, 2002; Ekinci et al., 2008). Hurley 
and Estelami (1998) emphasize that service quality and satisfaction are distinct 
constructs, and that there is a causal relationship between the two, where the 
perceptions of service quality affect feelings of satisfaction which, in turn, 
influence future purchase behaviour.
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3.2.1 ENCOUNTER SATISFACTION VERSUS OVERALL 
SATISFACTION
It has been argued that two distinct types of customer satisfaction exist; encounter- 
or transaction-specific and overall (cumulative) satisfaction (Jones and Suh, 2000; 
Oliver, 1997). Encounter or transaction-specific satisfaction results from “the 
evaluation of events and behaviours that occur during a single, discrete interaction 
at a service encounter” (Ekinci et al., 2008, p. 38). Overall satisfaction is 
“customers’ overall dis/satisfaction with the organization based on all encounters 
and experiences with that particular organization” (Bitner and Hubbert, 1994, pp. 
76-77).
Arguing from the perspective of Oliver (1997), transaction-specific satisfaction 
does not affect customer attitudes and behaviours directly in the way that overall 
satisfaction does (see table 3.3); instead, transaction-specific satisfaction creates 
short-run consequences (e.g., complaining, complimenting, positive word of 
mouth), which affect the overall satisfaction, which in turn affects the long-term 
consequences (e.g., attitude, loyalty, switching). In line with this argument, Tse et 
al. (1990) emphasize that overall satisfaction is based on many transient 
experiences with a product or a service. This means that overall satisfaction can be 
seen as an aggregation of all previous transaction-specific evaluations, which is 
updated after each specific transaction (Boulding et al., 1993). Oliver (1997) 
presented vertical and horizontal distinction of satisfaction (see table 3.3). The 
vertical implies a level of abstraction along micro (individual) dimensions and 
macro (aggregate) dimensions. The horizontal examines the process by which
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antecedents cause satisfaction and other consequences. In Oliver’s opinion, the 
focus of the micro level is on the individual customer’s state of satisfaction, based 
on a single transaction-specific satisfaction, while at the macro level; the focus is 
on the customer’s overall satisfaction over many samplings of the same experience 
(e.g., going to a favourite restaurant).
Table 3.3: Vertical and Horizontal Views of Satisfaction
Viewpoint Antecedents Core Concept Consequences
Individual: One Performance of service Transaction-specific Complimenting
transaction encounter satisfaction Complaining
Word of mouth
Individual: Time- Accumulated Summary (over all) Attitude
accumulated performance history satisfaction Loyalty
Switching
Adapted from Oliver (1997; p. 15)
For the purpose of this study, encounter satisfaction was defined as a customer’s 
overall feeling that results from his/her evaluation o f series o f interactions or 
encounters with a hotel’s employee/s during a particular experience. This definition 
is different from previous definitions of overall satisfaction (e.g. Bitner and Hubbert, 
1994; Oliver, 1997) and transaction-specific satisfaction (Cronin and Taylor, 1992; 
Ekinci et al., 2008) in the sense that it focuses on multiple encounters within a single 
experience, rather than on multiple experiences or a single, discrete interaction at a 
service encounter (transaction-specific satisfaction).
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3.2.2. THE EXPECTANCY DISCONFIRMATION MODEL OF 
SATISFACTION
The most widely used model within the consumer dis/satisfaction literature is the 
disconfirmation paradigm introduced by Oliver (1980). The author posited that 
customer satisfaction results fi*om comparing expectations (a set of beliefs about 
desired attributes of a product or service) with the actual consumption experience. 
Consumers reach satisfaction decisions on the basis of product or service 
performance with prior expectations (the standard or the baseline) about how the 
product or service would or should perform. The concept of 
confirmation/disconfirmation is then defined as the degree to which the product or 
service performance would deviate fi'om the pre-purchase expectation level 
(Drummond and Yeoman, 2001). If  product/service performance matches the 
standard (prior expectation), then confirmation occurs and this leads to a neutral 
feeling. If product/service performance is better than the standard, then positive 
disconfirmation occurs, and this leads to satisfaction. If product/service 
performance is worse than the standard, then negative disconfirmation occurs and 
then dissatisfaction (Churchill and Surprenant, 1982, p. 492). Researchers have 
reported that the expectations disconfirmation paradigm is a dominant model in 
describing post-purchase evaluation. For example, Erevelles and Leavitt (1992) 
state; “The paradigm that has dominated consumer satisfaction/dissatisfaction 
research since its emergence as a legitimate field of inquiry in the 1970s has been 
the expectancy disconfirmation paradigm” (p. 104)
68
E. Alotaibi Chapter 3: Antecedents and Consequence o f interaction Quality
There are two methods of measuring confirmation/disconfirmation of 
expectations: subjective and objective. The subjective approach requires the use of 
judgement scales, such as “better than expected/worse than expected”, and usually 
obtained as a self-reported score or verbal responses to a personal interview 
(Oliver, 1997). The objective approach, on other hand, involves the computing of 
discrepancy between expectations and evaluations of performance, in order to 
obtain the confirmation/disconfirmation score (Yuksel and Yuksel, 2001). Both 
the subjective and the objective approaches have been used in hospitality research 
(e.g., Danaher and Haddrell, 1996; Pizam and Milman, 1993; Whipple and Thach, 
1998) and most of these studies have contended that the expectancy 
disconfirmation paradigm is a valid and reliable framework that can be confidently 
employed to examine customer satisfaction with hospitality services.
In this study, the subjective approach will be adopted to measure customer’s 
encounter satisfaction. Bitner et al. (1990) found that customer dis/satisfaction 
with interpersonal service encounters is a result of: (1) employee response to 
customer needs and requests; (2) employee response to service delivery failures; 
and (3) unprompted and unsolicited employee actions. Therefore, items for 
measuring encounter satisfaction will be adopted from the latest version of the 
SERVQUAL instrument, reported in Zeithaml et al. (2009), to capture those 
behaviours that contribute to customer dis/satisfaction, as identified by Bitner et al. 
(1990).
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3.3 CONCLUSION
This chapter has discussed the antecedents and consequence of interaction quality 
in service encounter. It has two main sections; the antecedents and the 
consequence. In the first section, customer’s responses to physical environment 
and customer-employee congruence were presented as antecedents of interaction 
quality, while customer satisfaction was discussed in the second section as a 
consequence.
Although the proposed antecedents, dimensions, and consequence of interaction 
quality were identified based on the existing literature, there were some mixed 
findings regarding these variables which need to be further investigated and 
validated. For example, although customer-employee similarity was found to have 
a positive impact on interaction quality in retail settings (Churchill, et al. 1975), 
insurance (Crosby, et al. 1990), and industrial purchasing (Dion, et al. 1995), 
Jones and Lockwood (2006) and Shamir (1980) raised the issue of status 
differential in service encounter. The authors argued that the status of the service 
employee, as a role occupant, is subordinate (having lower status) relative to that 
of customer. Therefore, the question of whether the customer wants to be similar 
to the service employee or not, remains unresolved in hotel context. Moreover, 
reviewing the literature also emphasized the multidimensionality of interaction 
quality in service context. Thus, the next question is whether this 
multidimensionality was fully captured by the proposed dimensions (sociality 
communication and employee competence), or not?
70
E. Alotaibi_________Chapter 3: Antecedents and Consequence o f interaction Quality
To this end, it has been agreed that there is a need for some in-depth-interviews 
that can help in answering these questions. Next chapter (chapter four) will discuss 
the preliminary qualitative study that conducted for this purpose, and will present 
the research conceptual model.
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CHAPTER FOUR
PRELIMINARY STUDY AND DEVELOPMENT OF 
CONCEPTUAL MODEL
4.0 INTRODUCTION
This chapter consists of three main sections. The first section highlights the 
importance of employing the multi-methods in this study. The following section 
(section two) discusses the preliminary study and its findings, and the last section 
(section three) presents the conceptual model and the operational definitions.
4.1 USING MULTI-METHODS
Since all different methods have different effects on the results, it makes sense to 
use multi-methods to get more reliable results and to cancel out the ''method 
effect' (Saunders et al., 2003). Therefore, both qualitative and quantitative 
methods are used for this study. First, preliminary qualitative interviews were 
conducted, and then the findings were used to develop the final questionnaire (the 
quantitative). Saunders et al. (2003) highlighted two major advantages of 
combining qualitative and quantitative methods in the same study. First, different 
methods can be used for different purposes in a study (e.g., a researcher may wish 
to employ interviews in order to get a feel for the key issue before embarking on a 
questionnaire). This would give the researcher confidence that he/she was 
addressing the most important issue. The second advantage of using multi­
methods is that it enables triangulation to take place. The authors define
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triangulation as; “the use of different data collection methods within one study in 
order to ensure that the data are telling you what you think they are telling you” 
(Saunders et al.; 2003, p.99).
Qualitative and quantitative research differ in many ways, but they also 
complement each other. One of the differences between the two styles comes from 
the nature of the data. Soft data -  in form of impressions, words, sentences, 
photos, symbols -  dictate different research strategies and data collection 
techniques than do hard data in the form of numbers (Neuman, 2006). Qualitative 
data are collected to clarify certain issues, and to know more about things that 
cannot be directly observed and measured. For example, feelings, thoughts, 
intentions, attitudes, and behaviours that took place in the past are things that can 
be obtained only through qualitative data collection methods (Aaker et al., 2001). 
Generally, qualitative research is defined as; “any kind of research that produces 
findings not arrived at by means of statistical procedures or other means of 
quantification” (Strauss and Corbin, 1990, p. 17). Subsequently, qualitative 
research forms new concepts or refine concepts that are grounded in the data. 
Concept formation is an integral part of data analysis and begins during data 
collection (Neuman, 2006). In service encounters, qualitative methods can capture 
the individual experience of the service encounters (Edvardsson and Mattsson, 
1993) and are excellent in cases where the literature is not explicit (Zeithaml et al., 
1988). In addition, the interviewing of individuals has been recognized as a sound 
methodology for obtaining data on social aspects of the service encounter (e.g., 
Goodwin and Gremler, 1996)
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Quantitative research, on the other hand, conceptualizes variables and refines 
concepts as part of the process of measuring variables (Neuman, 2006). It begins 
with an abstract idea, follows with a measurement procedure, and ends with 
empirical data that represent the ideas. Quantitative research adheres to 
standardized methodological procedures, measures with numbers, and then 
analyses the data with statistics. This process controls and eliminates the human 
factors (Porter, 1995).
4.2 THE PRELIMINARY STUDY
4.2.1 THE AIM OF THE STUDY
This qualitative study aims to;
1. Validate and clarify the concepts that have been discussed in the literature 
review chapter, and their relevance to interaction quality. After the previous 
studies on interaction quality were reviewed to identify relevant 
conceptualization of the study constructs, it was suggested to further 
investigate the dimensions and the attributes on which customers rely in 
evaluating the interaction quality during a service encounter using some 
qualitative interviews. Thus, the interviews aim to maximise the content 
validity of the scale to be developed as well as establish the “vertical 
correspondence” between the construct at the conceptual level as developed 
from the literature and its “purported measure” at the operational level (Peter, 
1981, p. 134).
2. Investigate -  in more depth -the extent to which perceived customer-employee 
similarity/dissimilarity, and other aspects of customer-employee congruence
can affect the interaction quality.
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4.2.2 THE METHOD
A semi-structured interview was designed to allow the interviewees a degree of 
freedom to explain their thoughts and to highlight incidents of particular interest. 
The interviews were collected face-to-face. According to Pershing (2006), this 
method of collecting interviews includes the following advantages:
-Interviewers can more easily clarify unclear or ambiguous questions for 
respondents.
-Interviewers can gain insight and ideas from respondents through spontaneous 
and unexpected responses.
-Interviewers can observe nonverbal cues such as body language to assess a 
respondent’s reaction.
-Interviewers can adapt to the individual conversational styles of various 
respondents by changing the tone and style of the interview questions.
In contrast, the disadvantage of face-to-face interviews revolves around the time 
and the cost (Sekaran, 2003).
The semi-structured interview questionnaire was developed based on an extensive 
literature review and it has two parts. The first part includes questions derived 
from Bitner’s et al. (1990) qualitative study, and it aims to investigate the 
attributes on which customers rely in evaluating the interaction quality during a 
service encounter. This part starts with an introduction statement that asks 
respondent to:
Think o f a time when, as a customer, you had a particularly satisfying 
(dissatisfying) interaction with an employee o f  a hotel, or a restaurant.
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After recalling a specific interaction (incident), respondent was asked the 
following questions respectively:
-When did the incident happen?
-What specific circumstances led up to this situation?
-Exactly what did the employee say or do?
-What resulted that made you feel that the interaction was satisfying
(dissatisfying)!
To address these questions, this research follows the critical incident technique
(CIT) by Flanagan (1954). The CIT has been described as the most appropriate
method for discovering the underlying sources of satisfaction and dissatisfaction in
service encounters (Bitner et al., 1990; Nyquist et al., 1985). Flanagan (1954)
defined CIT as consisting of a set of procedures for collecting observations of
human behaviour and classifying them in such a way as to make them useful in
addressing practical problems. He added;
‘‘By an incident is meant any observable human activity that is 
sufficiently complete in itself to permit inferences and 
prediction to be made about the person performing the act. To 
be critical, an incident must occur in a situation where the 
purpose or intent o f the act seems fairly clear to the observer 
and where its consequences are sufficiently definite to leave 
little doubt concerning its effects” (p .327).
Bitner et al. (1990) used the CIT with customers of airlines, hotels, and
restaurants. By collecting 700 incidents, the authors categorized the incidents to
isolate the particular events and related behaviours of contact employees that cause
customers to distinguish very satisfactory service encounters from very
dissatisfactory ones. The initial categorization of the incidents resulted in three
major groups of employee behaviours that accounted for all satisfactory and
dissatisfactory incidents. These three groups are: Qmployee response to service
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delivery system failures; employee response to customer needs and requests; and 
unprompted and unsolicited employee actions. Bitner’s et al. (1990) study 
supports the appropriateness of the CIT for marketing applications, and their 
results suggest that the CIT is a useful method for studying marketing questions 
and for assessing customer perceptions.
In line with Bitner’s et al. (1990) study, this research defines critical incidents as 
specific interactions between customers and service employees that are especially 
satisfying or especially dissatisfying. Hence, not all service incidents were 
classified; only those that customers found memorable because they were 
particularly satisfying or dissatisfying were recorded. Such memorable critical 
incidents are likely to afford insight into the fundamental factors leading to 
customers’ dis/satisfactory evaluations. Therefore, for an incident to be included in 
this study, it must meet the four criteria of: (1) involving employee-customer 
interaction; (2) being very satisfying or dissatisfying from the customer’s point of 
view; (3) being a discrete episode; and (4) having sufficient detail to be visualized 
by the interviewer (Bitner et al., 1990). However, the present study uses CIT in a 
slightly different way from Bitner’s et al. (1990) study. The current study aims at 
getting people to talk about incidents in a more in-depth way, while Bitner’s et al. 
(1990) study used CIT to classify incidents that cause customers to experience 
service encounters as highly satisfactory or dissatisfactory and to isolate the 
particular events and related behaviours of contact employees.
The second part of the study was developed based on the extensive literature
review on the self-image congruence theory (Sirgy, 1982), self-employee
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congruence theory (Jamal and Adelowore, 2008), and the interpersonal 
congruency theory (Backman, 1988; Backman and Secord, 1962; Secord and 
Backman, 1964). This part aims to investigate the customer-employee similarity, 
and the interpersonal congruency within the service encounters. (See Appendix 1 
for full version of the interview protocol).
4.2.3 PROCEDURE
This qualitative study carried out semi-structured interviews with 10 non-academic 
respondents of different nationality, gender, and age-category. See Table 4.1.
Table 4.1: Respondents’ profile
Respondent* Gender Age Nationality**
Interview
Length
(Minutes)
MS Male 49 EN 39
EA Female 32 EU 29
JW Male 57 US 38
JA Male 24 EN 20
SM Female 59 EN 32
FS Female 41 EN 33
CA Female 28 CY 20
RC Female 25 EN 18
CM Male 54 US 30
AB Female 33 EN 24
Total respondents 1C
Average Age 40.2
* A ll are non-academ ics
** EN: English; EU: European Union; US: United States; CY: Cyprus.
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Interviews took place during November 2009. Each interview proceeded through 
similar stages. First, I introduced myself and explained the purpose of the 
interview, the confidentiality and the length of the interview, and asked for 
permission to record it. After that, the interviewees were offered a cup of tea or 
coffee in order to break the ice and to create and maintain rapport. They were also 
asked if they have any questions before we began. The interview started with 
asking the interviewee to introduce his/her self (e.g., name, age, nationality, 
occupation. ...etc), and then proceeded with the rest of the questions.
Each interviewee was asked to describe a specific incident (either a negative or a 
positive incident). Interviews were continued until a saturation level had been 
reached (by the tenth interviewee). Saturation was reached when further 
interviewing did not yield any information that was not shared by previous 
participants (Guest et al., 2006). All interviews were audio-recorded to provide 
accurate data (Flick, 2002; Yin, 1994). Interviews lasted between 20-40 minutes 
each, after which all interviews were transcribed, verbatim. The data were then 
coded guided by the theorised dimensions of interaction quality and then analysed. 
Below are the findings from these responses.
4.2.4 FINDINGS 1: Interaction Quality Dimensions
Data for the 10 respondents (incidents) were analyzed to determine those aspects
of service interaction that affected customers’ experiences. For the first part of the
interviews, each incident was categorized against those dimensions that have been
identified through the literature review (personal connection, courteous
expressions, and competence). The findings of this study confirm the existence of
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these dimensions. Table 4.2 shows the data analysis based on the given 
dimensions:
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Moreover, the findings revealed that customers valued not only the employees’ 
competence and courtesy, but also their helpfulness during the service interaction. For 
example, one respondent explained her experience with a hotel’s employees;
would arrive late and I  want a snack, again, it was never a problem. The 
kitchen staff wouldn't be there, but somebody would go and make me 
somethin^', Female, 57 
She also added;
Every day we came back, they asked i f  we had a nice day out... so they want to 
please us and to make us happÿ'
Another respondent explained her experience with a local restaurant;
“We've had three different people looking after us...they wouldn't let you do 
any thing... and as soon as you want to ask, somebody would be there 
immediately ...and they were obviously watching you, but without you really 
being aware o f i f \  Female, 41.
All the above responses indicate that there is a need for including another dimension 
that captures employee’s helpfulness. The new dimension is labelled as task-related 
helpfulness. The following section will discuss the task-related helpfulness in light of 
the current findings.
4.2.4.1 TASK-RELATED HELPFULNESS:
Employee “helpfulness” is another important concept that emerged from customer 
satisfaction research (White and Schneider, 2000), and it has been identified as an 
important determinant of customer satisfaction with face-to-face service encounters 
(Johnston, 1995). “Helpfulness” refers to the employee willingness to help customers
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and provide prompt service. Johnston (1995) defines helpfulness as “the extent to which 
the service, particularly of contact staff, either provides help to the customer or gives 
the impression of interest in the customer and shows a willingness to serve” (p.60). In a 
service encounter, the concept “helpfulness” focuses on the task-related issues (task- 
focused), and customer perception of employee helpfulness relies heavily on the 
genuine ability of front-line staff to empathize with and respond to each individual 
customer. Table 4.3 includes responses that are related to employee’s task-related 
helpfulness.
Table 4.3; Responses related to employee’s task-related helpfulness
Task-related Helpfulness
• The service employees were never intrusive.. helvful. Nothinswas too much trouble
• They were very efficient and fast and when we wanted something they just said straight
away: yes Ms. Mansue! we’ll bring that
• if I would arrive late and I wanted a snack, again, it was never a problem. The kitchen
staff wouldn’t be there, but somebody would go and make me something
• Every day we came back, they asked if we had a nice day out. ..so thev want to vlease us
and to make us happv
we’ve had three different people looking after us.. .they wouldn't let vou do
anvthins.. .and as soon as vou want to ash somebody would be there immediatelv 
.. .and they were obviously watchins vou. but without you really being aware of it
they weren’t intrusive at all, but they were just very polite and very attentive
if you ask for something they will bring it immediatelv. ...I think they know what to 
do...and how to do it
They just seem to be less standoffish
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4.2.5 FINDINGS 2: Customer-Employee Congruence
The analysis of the second part of the interview (interpersonal congruency and
similarity) revealed that customers expect and perceive some interpersonal
congruencies and similarities during the service interaction. As discussed earlier,
individuals enjoy the comfort of interacting with others who are similar to
themselves (Churchill et al., 1975; Crosby et al., 1990; Jamal and Adelowore,
2008; Lazarsfeld and Merton, 1964). Self-image congruence suggests that
customers psychologically compare their self-images with those of others (Sirgy,
1982). Thus, customers may feel comfortable if they interact with someone who is
similar their self-concept (Cunningham and Sagas, 2006). The findings of this
study emphasized the importance of dealing with someone similar (match) to
oneself. For instance, a female respondent said:
I f  there are two establishments, I  wouldfeel more comfortable in the 
establishment where the characteristics o f the staff matched my own
Another respondent, who was talking about a negative experience, stated:
I  generally guess i f  they are polite like me, then I  think I  would talk to them easily. 
I  suppose that people who are similar to me are probably naturally more 
comfortable to be around...
The interpersonal congruency suggests that individuals infer who they are based 
on how others treat them. When customers trust that the views of service 
employee concerning themselves are consistent with their own views about 
themselves, then they feel a heightened level of coherence and predictability 
(Swann 1983; Swann, et al., 1992). The existence of interpersonal congruency in a 
service context was also evident throughout the interviews. One respondent stated:
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I  suppose the employees were reflecting to some extent me ....so they had 
judged it right.... and maybe I  was setting up the boundaries and they were 
reflecting what I  wanted...so yes!! They were helpful andjolly and I  would like 
to think that I ’m helpful and jolly as well
Table 4.4 summarizes the interviewees’ responses for the interpersonal
congruency and perceived similarity:
Table 4.4: Interviewee responses (interpersonal congruency and similarity)
Interpersonal Congruency and Similarity
• Yes! I think I share some characteristics with them (the service employees).
• I suppose the employees were reflecting to some extent me ... .so they had judged it 
right.... and maybe I was setting up the boundaries and they were reflectins what I  
wanted...so yes!! They were helvful and iollv and I  would like to think that I ’m helvful and 
jolly as well.
• if there are two establishments, I would feel more comfortable in the establishment where 
the characteristics o f the staff matched my own
• Yes...I think I ’m friendly like them and I  would say that we share some 
characteristics. . .and such similarity actually contributed to my satisfaction quite 
significantly.
Well! ! I think yes.. .1 think, somehow. I ’m quite similar to them. I ’m happy and friendly 
like them... and yes, I  think we share some characteristics.
I  sener ally suess i f  they are oolite like me, then I  think I  would talk to them easily. I 
suppose that veovle who are similar to me are probably naturally more comfortable to be 
around or something like that...
(an interviewee talking about a negative experience)
» Yaaa!! I  do verceiye some similarity with him (a waiter)...he is friendly and relaxed and 
I ’d like to think that I ’m friendly... I’d like to think that I’m relaxed.. .1 can be quite chatty 
like him.. .1 think I can be a lot of those things on t h e r e . __________________
The preliminary study attempted to validate the dimensions of interaction quality 
in service encounter that have been identified throughout the literature. The 
findings revealed that these dimensions (personal connection, courteous 
expressions, and competence) are valid. Moreover, a new dimension (task-related
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helpfulness) has emerged from the interviews. The following section will present 
the conceptual model and the research hypotheses.
4.3 CONCEPTUAL MODEL
The importance of employee-customer interactions in service encounters derives 
from the nature of the services. The existing body of literature supports the 
conceptual notion that the quality of employee-customer interactions plays a 
critical role in the development of customer perceptions of the service encounter 
(Danaher and Mattsson, 1994; Stauss and Mang, 1999). Yet, defining and 
operationalizing interaction quality in a service encounter has been problematic, 
since there is no consensus on a single definition of interaction quality (e.g. Brady 
and Cronin, 2001; Gronroos, 1990; Parasuraman, et al., 1988). Therefore, the 
current study presents a new comprehensive model for interaction quality that 
explains the relationships between interaction quality and its antecedents on the 
one hand and between interaction quality and its consequence on the other hand. 
Figure 4.1 presents the study model.
Figure 4.1: Conceptual Model of Interaetion Quality in Service Eneounter
Antecedents
Customer’s responses to 
physical environment
Customer-employee
congruence
Interaction
Quality
Consequence
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As discussed in chapter two, service encounters in the hospitality industry have 
been described as complex social interactions (Lee-Ross, 2004) that encompass a 
complex multi-dimensional process of social and economic interaction (Gabbott 
and Hogg, 1998). The review of the services marketing and hospitality literature, 
together the in-depth interviews provided the theoretical foundation and 
justification for the study model and also for the operationalization of the 
interaction quality. The new model suggests that interaction quality in service 
encounter has two dimensions; sociality communication and competence/task- 
related helpfulness, and these dimensions are subject to two antecedents namely; 
customer’s responses to physical environment and customer-employee 
congruence. Also, the model suggests that the two dimension of interaction 
quality will have an impact on customer’s encounter satisfaction. Figure 4.2 shows 
the relationships between the two dimensions of interaction quality and their 
antecedents and consequence.
Figure 4.2: Conceptual Model: the relationships between interaction quality dimensions and
their antecedents and consequence
Antecedents Interaction Quality Consequence
Customer’s responses to 
physical environment
Customer-employee
congruence
Sociality
Communication
Competence & 
Task-related 
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♦
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As figure 4.2 shows, interaction quality has two dimensions. The first dimension is 
sociality communication and it has two-sub dimensions: personal connection and 
courteous expressions. Personal connection was defined as the provider’s ability to 
show pleasant and sociable behaviours, and courtesy expressions as those 
expressions that encompass greeting, thanking, using good manners, and other 
displays of politeness (Koermer et al., 1996). The second dimension of interaction 
quality focuses on the core tasks and it has two sub-dimensions; competence and 
task-related helpfulness. Figure 4.3 presents the study conceptual model with the 
sub-dimensions.
Figure 4.3: The Conceptual Model of Interaction Quality with the Sub-dimensions
Antecedents Interaction Quality Consequence
Sociality Communication
Customer’s responses to 
physical environment
H1+
Personal Connection
Courteous ExpressionsH3E
H2+
Competence
Customer-employee
congruence H4+ Task-related helpfulness
♦
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4.3.1 OPERATIONAL DEFINITIONS
Service Encounter (moment of truth): “A period of time during which a 
consumer directly interacts with a service” (Shostack, 1985, p.243).
Customer’s Responses to the Physical Environment: A customer’s cognitive, 
emotional, and physiological reactions that result from his/her interaction with the 
hotel’s physical environment.
Physical Environment (Servicescape): “The environment in which the service is 
assembled and in which the seller and customer interact, combined with tangible 
commodities that facilitate performance or communication of the service" (Booms 
and Bitner, 1982, p. 36). It refers to the “built environment” or the “man-made” 
environment, as opposed to the natural or social environment (Bitner, 1992)
Self-employee Congruence: “The extent to which a customer perceives the 
service employee’s image as similar to his/her own self-concept” (Alotaibi et al.., 
2010, p. 3).
Interpersonal Congruency: The extent to which customers, during service 
interaction, can achieve a state of consistency or mutual support (congruence) 
among the three components of the interpersonal system or matrix; their self- 
concept, their behaviors, and the relevant behaviors and perceptions o f  the service 
employees/s involved in that interaction (Backman, 1988)
Sociality Communication: “The performance that encourages a cooperative, 
social smoothness, void of intense interactions with others” (Pacanowsky and 
O’Donnell-Trujillo, 1983).
Employee Competence: The knowledge and skills that service employee must 
have to effectively deliver customer service.
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Task-related Helpfulness: The extent to which the service employee; either 
provides task-related help to the customer or gives the impression of interest in the 
customer and shows a willingness to serve.
Interaction Quality: The communicative performance of service employee that; 
(1) shows his/her capability to perform the core task successfully, (2) encourages 
smooth social interaction with customer, and (3) creates a strong sense of 
affiliation (connection) between the two (customer and service employee).
Encounter Satisfaction: A customer’s overall feeling that results from his/her 
evaluation of a series of interactions or encounters with a hotel’s employees during 
a particular experience.
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4.4 SUMMARY
This chapter started by highlighting the importance of using the multi-methods in 
this research. Then it discussed the preliminary study and its findings. After that, 
the development of the research conceptual model and the operational definitions 
was discussed.
The preliminary study provided strong support for the conceptual model. The 
findings of this study confirmed the validity of the two dimensions of interaction 
quality in service encounter (sociality communication and competence). 
Moreover, “task-related helpfulness” has emerged from these interviews as a new 
dimension of interaction quality. Finally, the study showed some evidences that 
the customer-employee congruence exists in service encounter. However, it must 
be noted that this study was context specific (hotels and restaurants) which has 
been conducted on a small scale (ten interviewees). The purpose of this study was 
to validate some variables that have been discussed in the literature review 
chapter.
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CHAPTER FIVE
RESEARCH METHODOLOGY
5.0 INTRODUCTION
This chapter discusses the proposed research methodology. It details the steps 
needed to implement the study and collect the data. The first section describes the 
research philosophy. This is followed by the research questions in section two. 
Section three then highlights the research objectives, while section four deals with 
the research hypotheses. Questionnaire development and design are presented in 
section five. This is followed by research process and design in section six. The 
pilot study and sample design are then discussed in sections seven and eight 
respectively. The study survey is then presented in section nine. Section ten 
discusses data analysis method, and finally section eleven draws the chapter 
conclusion.
5.1 RESEARCH PHILOSOPHY
A research philosophy is a belief about the way in which data about a phenomenon 
should be gathered, analysed and used (the development of knowledge). A selection 
of an appropriate research paradigm is crucial to the effectiveness of the research 
outcomes. Bryman (1988) defined the research paradigm as “a cluster of beliefs and 
dictates which for scientists in a particular discipline influence what should be 
studied, how research should be done, and how results should be interpreted” (p. 4). 
According to Denzin and Lincoln (1994), a paradigm is the basic set of beliefs that
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guide action and can be viewed as consisting of three main elements: ontology, 
epistemology, and methodology. Ontology involves the philosophy of reality. It refers 
to questioning the existence of a ‘real’ world that is independent of our knowledge 
“theory of being” (Marsh and Stoker, 2002). Epistemology refers to the question of 
how we know the reality. It looks at the relationship between the inquirer and what 
can be known by direct observation of the external world to uncover knowledge or 
when the observer and the subject of inquiry must interact to create knowledge. 
Epistemology is a theory of knowledge (Marsh and Stoker, 2002). Methodology 
identifies the particular practices used to attain knowledge. The social since literature 
identifies three main research paradigms namely; positivism, interpretivism, and 
realism. Table 5.1 summarises the key features of these paradigms.
Table 5.1: Key Features o; ' Social Research Paradigms
Key areas Positivism Interpretivism Realism
Basic beliefs
• The world is external and 
objective
• The observer is 
independent
• Science is deductive and 
value-free
• The world is socially 
constructed and 
subjective
• The researcher is part of 
what is observed
• Science is inductive and 
not vale-free
• The world is both 
objective and 
subjective
• The observer can be
independent and can 
be part of what is 
observed.
• Science is not vale-free
Purpose of 
research
• To explain social life
• To discover the laws of 
social life
• To interpret social life
• To discover people’s 
meanings
• To explain, interpret
and elucidate social 
life
• To disclose myth and
illusions
Common
methodologies
• Experiments/surveys: 
verification of hypotheses, 
chiefly quantitative 
methods
• Hermeneutical/dialectical: 
researcher is a 
“passionate participant” 
within the world being 
investigated
• Case studies/convergent 
interviewing: 
triangulation, 
interpretation of 
research issues by 
qualitative and by some 
quantitative methods 
such as structural 
equation modelling
Research
instruments
• Questionnaires, scales, test 
scores and experimentation
• Researcher • Researcher and some 
test scores and 
experimentation
Source: adapted from Altinay and Paraskevas (2008, p.70); Healy and :^ erry (2000)
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Positivism derives from the natural sciences where objectivity, measurement, 
reliability and validity are emphasized (Neuman, 2003). Positivism is defined as 
an epistemological position that advocates the application of the methods of the 
natural sciences to the study of social reality (Bryman, 2008). Positivists separate 
themselves from the world they study (Healy and Perry, 2000) and they believe 
that reality is stable and can be observed and described fi*om an objective 
viewpoint (Levin, 1988). In other words, the data and its analysis are value-fi*ee 
and data do not change because they are being observed. That is, researchers view 
the world through a “one-way mirror” (Guba and Lincoln, 1994, p. 110). 
Positivism is the most often treated as a supporting quantitative method (Bryman 
and Bell, 2001), while qualitative research methods are less used in positivism as it 
does not involve value judgments.
Unlike positivism, interpretivism is about understanding the ways in which 
individuals interpret the world around them. Interpretivism asserts that the social 
world is entirely different to the natural world (Bryman, 2008). It inquires about 
the ideologies and values that lie behind a finding so that reality actually consists 
of “multiple realities” that people have in their minds. In interpretive research, 
reality depends on interactions between interviewer and respondent, that is, the 
researcher has to be a “passionate participant” during his/her field work (Guba and 
Lincoln, 1994, p. 112). This interpretivism approach is suitable for studies that 
emphasis on meaning (Healy and Perry, 2000), and engage researchers and 
participants in real social setting. Qualitative methods that include; in-depth 
interviews, focus groups, and grounded theory are the common methods used by 
the interpretive researchers.
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Finally, realism occupies a somewhat middle ground between positivism and 
interpretivism. Realism has elements of both positivism and interpretivism and it 
believes that “there is a “real” world to discover even though it is only imperfectly 
apprehensible” (Healy and Perry, 2000, p. 120). While positivism concerns a 
single concrete reality and interpretivism multiple realities, realism concerns 
multiple perceptions about a single, mind-independent reality (Healy and Peny, 
2000). Realists acknowledge that there are differences between reality and 
people’s perceptions of reality (Bryman, 2008), and therefore they try to construct 
various views of this reality in terms of which ones are relative in time and place 
(Riege, 2003). Hence, participant's perceptions, in realism, are not studied for their 
own sake (like in interpretivism research), but these perceptions are studied 
because they provide a window on to a reality beyond those perceptions (Healy 
and Perry, 2000). Within a realism paradigm, both qualitative and quantitative 
methodologies are seen as appropriate for researching the underlying mechanisms 
that drive actions and events (Guba and Lincoln, 1994). Methods such as case 
studies, structural equation modelling, and unstructured or semi-structured in- 
depth interviews are acceptable and appropriate within this paradigm (Healy and 
Perry, 2000). Figure 5.1 summarises the above discussion and shows a 
representative range of methodologies and their related paradigms.
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Figure 5.1: A representative range of methodologies and their related paradigms
Methodology
Theory-building research: 
emphasis on meaning
Grounded theory
Paradigm 
-► INTERPRETIVISM
In-depth interviewing and focus groups 
(with an interviewer protocol)
Instrumental case research —
-► REALISM
------------ ► REALISM
Survey and structural equation modelling—> REALISM
Survey and other 
multivariate techniques -► POSITIVISM
Theory-testing research: emphasis on measurement
Source: Adapted from Healy and Perry (2000)
In the light of the previous discussion, this research builds on a positivist paradigm 
as the philosophical base for the research methodology. Although the in-depth 
interviews approach was also employed to gain a deep understanding of the 
perceived interaction quality in hotels and restaurants, the actual aim of this 
research is test the theory based on some existing models (positivist approach).
5.2 RESEARCH QUESTIONS
By applying both qualitative and quantitative approaches, this study seeks to 
answer the following questions within the context of hotel services:
1- What are these underlying dimensions, antecedents, and consequence of 
interaction quality in the service encounter?
2- What are the attitudes and behaviours that customers seek and value in their 
service representatives?
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3“ To what extent do customer perceptions of the physical environment and 
similarity/dissimilarity or congruence/incongruence with service provider/s 
affect the interaction process and the possible outcomes?
4- What other variables might affect interaction quality (e.g. gender, age, 
income... etc).
5.3 RESEARCH OBJECTIVES
This study examines the antecedents, dimensions, and consequence of interaction 
quality in a service encounter. Thus, the study objectives are:
1- To develop a comprehensive framework for interaction quality that includes 
the dimensions, the antecedents, and the consequence.
2- To identify and test the dimensions of interaction quality as perceived by 
customers.
3- To identify and test dimensions of customer-employee congruence from 
customers perspective.
4- To measure the effect of antecedents on interaction quality and the effect of 
interaction quality on its consequence.
5- To develop valid and reliable instruments of interaction quality and 
interpersonal congruency.
5.4 FORMULATION OF THE HYPOTHESES
The proposed conceptual model suggests that interaction quality in service 
encounter has two dimensions; sociality communication and competence/task- 
related helpfulness, and these dimensions are subject to two antecedents namely; 
customer’s responses to physical environment and customer-employee 
congruence. Also, the model suggests that the two dimension of interaction
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quality will have a direct influence on customer’s encounter satisfaction. To test 
the model, six hypotheses are developed, see figure 5.2:
Figure 5. 2: The Study Hypotheses
Antecedents
Customer’s responses to H1+
physical environment
Customer-employee
congruence H4+
Interaction Quality
Sociality Communication
Personal Connection
Courteous Expressions
Comnetence
Task-related helpfulness
Consequence
Customer’s Responses to Physical Environment and Interaction Quality
A customer’s responses to the physical environment can have a strong impact on 
his/her interaction with a service provider. This is the customer’s responses to the 
physical environment, which may result in encouraging or limiting/deterring his or 
her interaction with others (Forgas, 1979; Tomb and McColl-Kennedy, 2003). 
Bennett and Bennett (1970) argue that all social interaction is affected by the 
physical environment in which they occur. The physical environment in a service 
encounter has been said to facilitate the interaction between the customer and 
provider (Zeithaml et al., 2003; Zemke and Shoemaker, 2007). The assumptions 
are that dimensions of the physical environment will affect customers and 
employees and that they will then behave in certain ways depending on their
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response “reaction” to the physical environment (Zeithaml et al., 2009). Hence, the 
following hypotheses are proposed:
Hi: A customer’s positive responses to the physical environment will have a positive 
relationship with perceived sociality communication
Hs: A customer’s positive responses to the physical environment will have a positive 
relationship with perceived competence and task-related helpfulness
Customer-Employee Congruence and Interaction Quality
It has been argued that individuals enjoy the comfort of interacting with others 
who are similar to themselves (Lazarsfeld and Merton, 1964). When two 
individuals share common meaning, beliefs, and mutual understanding, 
interactions between them are more likely to be effective. In a service context, 
perceived congruence (similarity) between customers and employees facilitates 
communications concerning specific service attributes (McGinnies and Ward, 
1980). Moreover, when customers trust that the views of service employee 
concerning their self are consistent with their own views about themselves, then 
they feel a heightened level of coherence and predictability (Swann 1983; Swann, 
et al., 1992). Therefore, the hypotheses will be:
Hz: Customer-employee congruence will have a positive relationship with sociality 
communication.
H4: Customer-employee congruence will have a positive relationship with perceived 
competence and task-related helpfulness.
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Interaction Quality and Encounter Satisfaction
The relationship between interaction quality and encounter satisfaction has been 
extensively examined in the service marketing and hospitality literature. Customer 
dis/satisfaction with a service encounter is a result of his/her interaction with the 
service provider (Butcher et al., 2001; Butcher 2005; Brady and Cronin, 2001; 
Chandon et al., 1997; Goodwin and Gremler, 1996; Gronroos, 1990; Parasuraman, 
et al., 1988; Parasuraman et al., 1991; Price et al., 1995). Bitner, et al. (1994) 
assert; “in service settings, customer satisfaction is often influenced by the quality 
of the interpersonal interaction between the customer and the contact employee” 
(p. 58). Likewise, Adelman et al. (1994) found that positive social interactions 
between service providers and service customers have substantial influence on the 
outcomes. Hence, this study proposed that:
HS; Sociality communication will have a positive relationship with encounter 
satisfaction.
H6: Competence and task-related helpfulness will have a positive relationship with 
encounter satisfaction.
5.5 RESEARCH PROCESS AND DESIGN
Sekaran (2003) argues that scientific inquiry in the hypothetic-deductive research 
should reflect two distinct aspects; the process of developing the conceptual 
framework, and the design of the actual study. According to Sekaran, the process 
includes identifying the broad area of research, defining the research problem, 
reviewing the literature, identifying variables, gathering the preliminary data, and
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generating the hypotheses. On the other hand, the design involves the planning for 
the actual study, selecting the sample, collecting and analysing the data. Therefore, 
the current study adopts rigorous process, design and method in order to fiilfil the 
research objectives. Figure 5.3 outlines the research process and design for the 
current study.
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Figure 5 3 : Researcffiirocéss and Design
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5.6 QUESTIONNAIRE DEVELOPMENT AND DESIGN
Both the literature review and the results of the preliminary study were used to 
develop the questionnaire. The final questionnaire includes six sections: Section A 
deals with respondents’ profiles; Sections B contains measures of interaction 
quality; Section C includes questions that pertain to customer’s responses to the 
physical environment; Section D deals with customer-employee congruence 
measurements; Section E includes items for measuring encounter satisfaction and 
finally Section F deals with respondents’ demography. (A copy of the questionnaire 
can be found in Appendix 2). Each of these sections is discussed below.
SECTION A: RESPONDENTS’ PROFILE
In this section, respondents were asked to provide some basic information about 
their most recent experience with a hotel. They were asked a series of questions 
pertaining to the characteristics of their experience including: the purpose of stay, 
how long ago the experience was, hotel classification, number of nights spent, and 
amount or duration of interaction/s with hotel employees. These questions aim to 
draw some specific characteristics of the customers’ recent experience which will 
help in identifying those respondents who best serve the research objectives.
SECTION B: INTERACTION QUALITY
This section concerns the interaction quality scale. Following the traditional 
methods of scale development, this study started with reviewing the literature, 
evaluating current measures and identifying the limitations of existing scales. This
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was followed by a series of semi-structured qualitative interviews to clarify the 
concept and to ensure the new scale captures all aspects of interaction quality. The 
findings of the qualitative interviews showed that the dimensions identified in the 
literature review were indeed highlighted by the interviewees. Moreover, task- 
related helpfulness was a new dimension that emerged from the preliminary 
qualitative interviews.
The literature review and the in-depth interviews led to the belief that there are two 
main dimensions of interaction quality in hospitality service encounters, namely: 
sociality communication and competence/task-related helpfulness. Sociality 
communication refers to the social content of the interaction and the manner in 
which service employees relate to customers as individuals. More specifically, the 
sociality construct examines the interpersonal or relational exchanges that occur 
between service provider and customer (Koermer, 2005). The Sociality 
Communication Scale was derived from the Service Provider Sociality Scale 
(Koermer, 2005; Koermer et al., 1996; Koermer et al., 2000; Koermer et al., 2003; 
Koermer and Kilbane, 2008; Koermer and McCroskey, 2006) which has two sub­
dimensions: courteous expressions and personal connection. On the other hand, 
competence/task-related helpfulness focuses on the core tasks. Items that measure 
competence/task-related helpfulness were derived from the Retail Service Quality 
Scale (RSQS) (Dabholkar et al., 1996), and employee helpfulness scale (White and 
Schneider, 2000). These items were then supplemented through the qualitative data 
collected as part of this research.
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The interaction quality scale consists of 21 items to measure sociality 
communication and 9 items to measure competence and task related helpfulness. 
The scale requires respondents to consider their perception and feelings related to 
the competence/task-related helpfulness and the social aspects of service interaction 
on a 7-point Likert scale where 1= Strongly Disagree and 1= Strongly Agree. Table 
5.2 below shows sample questions from Section B.
Table 5. 2; Sample questions from Section B
Typically, the service employees 
of this hotel....
Strongly
Disagree
Strongly
Agree
used good manners in your presence 2 3 4 5 6 7
teased you in a friendly way 2 3 4 5 6 7
discussed your personal likes and dislikes 2 3 4 5 6 7
told you exactly when services would be 
performed 2 3 4 5 6 7
encouraged you to say something personal about 
yourself 2 3 4 5 6 7
had the knowledge to answer your questions 2 3 4 5 6 7
were always willing to help you 2 3 4 5 6 7
SECTION C: CUSTOMER’S RESPONSES TO PHYSICAL ENVIRONMENT
Following Bitner’s Model of Servicescape, the present scale has been adopted from 
the literature (Brady and Baker, 2002; Reimer and Kuehn, 2005; Wakefield and 
Blodgett, 1996) plus two items developed by the researcher for the purpose of this 
study. The two items are asking directly about the role of physical environment in 
encouraging service interaction. These items are dhe physical environment o f  this 
hotel encouraged people to interact easily’, and 'the atmosphere in this hotel was 
conducive to interacting freely with employees \ Respondents are asked to rate their
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agreement/disagreement on a 7-point Likert scale. Table 5.3 below shows sample 
questions from Section C.
Table 5. 3; Sample questions from Section C
Strongly
Disagree
Strongly
Agree
The facilities layout allowed me to move around 
easily 1 2 3 4 5 6 7
The physical environment of this hotel 
encouraged people to interact easily
1 2 3 4 5 6 7
Seating arrangement gave me enough space 1 2 3 4 5 6 7
The atmosphere in this hotel was conducive to 
interacting freely with employees
1 2 3 4 5 6 7
SECTION D: CUSTOMER-EMPLOYEE CONGRUENCE
This section measures customer-employee congruence. It consists of two parts. Part 
one concerns the interpersonal congruency scale, while part two measures the self­
employee congruence or perceived similarity. Following an extensive literature 
review on interpersonal congruency (Backman, 1988; Backman and Secord, 1962; 
Secord and Backman, 1964), perceived similarity (Churchill et al., 1975; Crosby et 
al., 1990; Lazarsfeld and Merton, 1964), self-image congruence (Ekinci and Riley, 
2003; Sirgy, 1982; 1997; Sirgy et al., 2000), and self-employee congruence (Jamal 
and Adelowore, 2008), the present study defined customer-employee congruence in 
terms of two dimensions: interpersonal congruency and perceived similarity. 
Interpersonal congruency was defined as the extent of agreement between an aspect 
of a person’s self-concept and the behaviour of the other person in the dyad 
(Backman, 1988; Backman and Secord, 1962; Secord and Backman, 1964). In 
service encounter, interpersonal congruency occurs when customers trust that the
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views of a service employee concerning themselves are consistent with their own 
views about themselves. Perceived similarity, on the other hand, refers to “the 
extent to which a customer perceives the service employee’s image as similar to 
his/her own self-image” (Alotaibi et al., 2010, p. 3).
The interpersonal congruency scale is a unidimensional scale that was developed for 
the purpose of this research based on interpersonal congruency theory (Backman, 
1988; Backman and Secord, 1962; Secord and Backman, 1964). Following the 
theory of Backman and his colleagues, the 12-items scale captures aspects related to 
the self-concept, interpretation o f one’s own behaviour, and the reflected-self 
Respondents were asked to rate their interpersonal congruency during their recent 
stay on a 7-point Likert scale. Table 5.4 below shows sample questions from the 
interpersonal congruency scale (Section D).
Table 5. 4; Sample questions from interpersonal congruency from Section D
Strongly
Disagree
Strongly
Agree
During this service encounter, my behaviour was 
an expression of my true self. 1 2 3 4 5 6 7
During this service encounter, I tried to change 
my behaviour to suit the situation 1 2 3 4 5 6 7
I was really comfortable with what I felt these 1 Q 4 C 6 7service employees thought of me z J J
Service employees treated me in the way I feel I 
should be treated 1 2 3 4 5 6 7
On the other hand, self-employee congruence scale (perceived similarity) was 
developed based on self-employee congruence theory (Jamal and Adelowore, 2008), 
the self-image congruence (Ekinci and Riley, 2003; Sirgy, 1982; 1997; Sirgy et al., 
2000), and the qualitative study conducted for the purpose of this research. The self­
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employee congruence scale has 4 items. Three items were generated by modifying 
existing scales identified through the review of literature (Jamal and Adelowore, 
2008; Sirgy et al., 1997) while the fourth item was developed based on the 
definitions used in this study and the qualitative interviews conducted for this study. 
Table 5.5 below presents a comparison of the original three items with the modified 
items by Jamal and Adelowore (2008), and current research.
Table 5. 5: Comparison o f  original items w ith m odified Items for measuring self-em ployee congruence
Original items by 
Sirgy et al
Jamal and Adelowore’s 
study
Modified items for current 
study
Wearing Reebok shoes in 
casual situations is consistent 
with how I see myself
Dealing with the employee(s) 
of ‘X’ is consistent with how I 
see myself most of the time
My interaction with the 
employees of this hotel is 
consistent with how I see myself
People who use Reebok 
are much more like me 
than people who use any other 
brands
People similar to me deal with 
the employee(s) of ‘X’ most of 
the time
Customers who interact regularly 
with employees of this hotel are 
similar to me
Wearing Reebok shoes 
in casual situations reflects 
who I am.
Dealing with the employee(s) 
of ‘X’ most of the time reflects 
who I am
My interaction with employees 
of this hotel reflected who I am
Source: Sirgy et al. (1997, p. 235); Jamal and Adelowore (2008, p. 1327)
The fourth item was developed based on the definitions used in this study and the 
qualitative interviews as well. Jamal and Adelowore (2008) argue that self­
employee congruence is based on perceived similarities between the customer and 
his/her service representative/s. This argument was supported by the preliminary 
qualitative interviews which reveal that customers do perceive some similarity with 
the service provider. For example, one male respondent stated:
"I suppose they were reflecting to some extent me ....so they had judged it 
right.... And maybe I was setting up the boundaries and they were reflecting 
what I  wanted”
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Another female respondent mentioned:
“Yes!! I  think I  am friendly and they were friendly as well. I  would have said
that we share some characteristics ”
Therefore, the fourth item was developed to measure the similarity/dissimilarity 
level between customer and employee (see table 5.6). In order to measure self­
employee congruence, the current study follows the same procedure outlined by 
previous research (Gremler and Gwinner, 2000; Jamal and Adelowore, 2008; Sirgy 
et al., 1997) by asking respondents to think about an employee who they believe 
was a representative of all other employees while thinking of their most recent hotel 
experience. Then they were asked to describe the employee(s) using one or more 
personal adjectives, such as young, old, friendly, or any other personal adjectives 
that came to their mind. After that, respondents were asked to respond to the four 
measures of self-employee congruence. All the items are measured using a 7-point 
Likert scale where 1= strongly disagree and 7= strongly agree. Table 5.6 shows the 
self-employee congruence scale.
Table 5. 6; The self-employee congruence scale D
Strongly
Disagree
Strongly
Agree
My interaction with employees of this hotel 
reflected who I am 1 2 3 4 5 6 7
Customers who interaet regularly with employees 
of this hotel are similar to me 1 2 3 4 5 6 7
My interaction with the employees of this hotel is 
consistent with how I see myself 1 2 3 4 5 6 7
The employees of this hotel are similar to me 1 2 3 4 5 6 7
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SECTION E: ENCOUNTER SATISFACTION
This study defines encounter satisfaction as a customer’s overall feeling that 
results from his/her evaluation of a series of interactions or encounters with a 
hotel’s employees during a particular experience. This definition is different from 
previous definitions of overall satisfaction (e.g. Bitner and Hubbert, 1994; Oliver, 
1997) or transaction-specific satisfaction (Ekinci et al., 2008) in the sense that it 
focuses on multiple encounters within a single experience, rather than on multiple 
experiences (overall satisfaction) or a single, discrete interaction at a service 
encounter (transaction-specific satisfaction). However, as we discussed in the 
literature review chapter, customer satisfaction definition and measurement still 
debatable due to a number of theoretical and methodological shortcomings that 
continue to persist in the literature. At the heart of them is the complex 
relationship between customer satisfaction and service quality. The way both 
customer satisfaction and service quality have been defined and measured 
contributed to this complexity. Both satisfaction and quality have been defined and 
measured as the difference between the expectations held prior to purchase, and 
the post consumption performance evaluations (known as the gap model for 
service quality measurement, and as the disconfirmation paradigm for customer 
satisfaction measurement). Thus, some researchers think that quality and 
satisfaction are similar and therefore might be considered as a one construct (e.g. 
lacobucci et al, 1995), while others suggest that customer satisfaction and service 
quality are different and that the quality is one encounter-specific service
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dimension that consumers use in their satisfaction judgments (e.g. Rust and Oliver, 
1994; Hurley and Estelami, 1998).
In this study, customer satisfaction and service quality are considered as a one 
construct (lacobucci et al, 1995). Therefore, items that measure encounter 
satisfaction were adopted from the latest version of the SERVQUAL instrument 
reported in Zeithaml et al. (2009) and formatted into a 7-point scale {\=much 
worse than expected and l=much better than expected). According to Bitner et al. 
(1990) customer dis/satisfaction with interpersonal service encounters is a result 
of: (1) employee response to customer needs and requests; (2) employee response 
to service delivery failures; and (3) unprompted and unsolicited employee actions. 
Thus, only the performance items of the SERVQUAL instrument were used in this 
study, where two items from each of the four dimensions (reliability, assurance, 
empathy, and responsiveness) were included in the final questionnaire in order to 
capture those behaviours that contribute to customer dis/satisfaction, as identified 
by Bitner et al. (1990). Respondents were asked to rate their satisfaction level with 
the service during their last hotel experience. Table 5.7 presents some sample 
questions from the encounter satisfaction scale (Section E).
Table 5. 7; Sample questions from Section E
Much worse 
than expected
Much better 
than expected
Service employees’ willingness to help you 1 2 3 4 5 6 7
Service employees willingness to solve problems 1 2 3 4 5 6 7
Service employees’ promptness in delivering  ^ ^ 
service. 3 4 5 6 7
Sympathy shown by service employees. 1 2 3 4 5 6 7
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SECTION F; DEMOGRAPHIC PROFILE OF RESPONDENTS
The final section is designed to collect demographic information about the 
subjects, including their gender, age, nationality, and educational level. Analysing 
both respondents’ demographics and experience-related characteristics along with 
the study variables would assist in generating further marketing implications.
5.7 PILOT STUDY
Pilot testing or pre-testing is a very important stage in the questionnaire 
reinforcement process. The purpose of the pilot test is to refine the questionnaire 
so that respondents will have no problems in answering questions. In addition, a 
pilot test can help the researcher to obtain some assessment of the validity of the 
questions and the likely reliability of the data that will be collected (Saunders et al, 
2003). Fink (1995) suggests a minimum number of 10 participants in the pilot 
study. Therefore, this study pre-tested the questionnaire using two samples. In the 
first sample, 13 expert judges from the Hospitality and Food Management Group 
at the University of Surrey were asked to evaluate the face validity of the 
questionnaires. Specifically, participants were given the definition of the new 
developed scale, interpersonal congruency, and were instructed to evaluate the 
items in term of their representativeness of the definition. Moreover, they were 
asked to comment on how easy or difficult the questions were.
The second pilot test encompassed 15 native English participants who were asked 
to evaluate the questionnaire based on Bell’s (1999) suggestions which include;
- How long the questionnaire took to complete
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- The clarity of instructions
- Which, if any, questions were unclear or ambiguous
- Which, if any, questions the respondents felt uneasy to answering
- Whether the layout was clear and attractive
- Any other comments.
As a result of both tests, a few statements were subsequently redefined, more 
specifically, one item from the self-employee congruence scale and three items 
from the interpersonal congruency scale. Following this, the final questionnaire 
was prepared for distribution.
5.8 SAMPLE DESIGN
Sample design plays an important role in the process of identifying, developing, 
and understanding research objectives that need investigation (Hair et al., 2010). 
According to Churchill and Brown (2004), the sampling design process involves 
six steps. These are: defining target population, identifying sample frame, 
selecting sample method, determining sample size, selecting sample element, and 
collecting data from the designated elements. Figure 5.4 shows the sampling 
design process.
116
E. Alotaibi Chapter 5: Research Methodology
Figure 5. 4: Sampling Design Process
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Source: Churchill and Brown (2004, p.401)
5.8.1 Population and Sample Frame
Population and sample frame are closely related to each other. Population refers to 
the entire group of people, events, or things of interest that the researcher wishes 
to investigate (Sekaran, 2003). To draw a sample from a population, the researcher 
needs an accessible list of elements in the population or a ‘sampling frame’. 
Blumberg et al (2005) define the sample frame as “the list of elements from which 
the sample is actually drawn" (p. 211). The sample should represent the population 
from which the sample was drawn. The current study drew its sample from the UK 
population based on a list sample that was purchased from an online source of 
direct marketing data, MarketingFile fhttp://marketingfile.com/). The sample frame 
for this study includes those British respondents with frequent travel patterns and 
those who have two or more breaks during the year (whether within UK or
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abroad). This resulted in 4,500 sampling units in total which made up the sampling 
frame.
5.8.2 Sample Method
The sampling methods are divided into two major types: probability or 
‘representative sampling’ and non-probability or ‘judgemental sampling’. With 
probability samples the chance, or probability, of each case being selected from 
the population is known and usually equal for all cases. In contrast to probability 
samples, non-probability samples do not offer equal chance of all cases being 
selected, meaning that the probability of each case being selected from the 
population is not known (Saunders, et al., 2003).
Probability methods include random sampling, systematic sampling, stratified 
sampling, cluster sampling, area sampling, and doubles sampling. Advantages of 
probability methods revolve around high generalisability of findings, samples 
being less prone to bias, and possibility of estimation of magnitude of sampling 
error. Its disadvantages, however, are mainly related to the cost and the time 
required to collect the data. On the other hand, non-probability methods 
encompass convenience sampling, judgement sampling and quota sampling. 
Although non-probability methods are suggested whenever quick, convenient and 
less expensive data are needed, the findings of these methods are not generalisable 
(Sekaran, 2003).
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Depending on the source of the data (MarketingFiIe.com), this study employed the 
simple random method. Indeed, MarketingFile is a large online source of targeted 
prospect data in the UK and Europe that provides direct marketing, email 
marketing, telemarketing and fax marketing lists online. The website provides 
instant access to 50m business records and 156m consumer records across 50 lists. 
The current study used a list called ‘Leisure and Lifestyle’ which was compiled 
from surveys that are designed and handled by a sister company of MarketingFile 
called ‘Consumersketch company’.
Consumersketch is a leading provider of data about consumers to the direct 
marketing industry. Data provided by Consumersketch are gathered from surveys 
that are completed by random actively spending individuals and used to create a 
unique database delivering an accurate overview of the UK population. Paper- 
based surveys within the travel and leisure sectors are the most popular method of 
data compilation, but increasingly data is being sourced by telephone, SMS and 
online (Source: http://marketingfilel .com/). In particular. Leisure and Lifestyle 
data were collected randomly from travel and leisure sectors within the UK and it 
has around 6,648,400 records.
The Leisure and Lifestyle’s list has sub-categories from which the researcher can 
choose. These sub-categories include geographic location, property details, 
household details, individual details, and travel patterns. Consequently, this study 
chose its sample from the ‘Travel Patterns list’ which has a total of 26,869 records 
(source: marketingfile.eom). From these 26,869 records, only 4,500 records were 
chosen for this study. The chosen sample represents those consumers with
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frequent travel patterns and those who have two or more breaks during the year 
either within the UK or abroad.
Frequent travellers respondents who used to have two or more breaks during the 
year are chosen in this study because they would have had good experience of 
staying in hotels and they are experiencing service encounters on a regular basis, 
so they will be able to better respond to the survey by recalling a recent service 
encounter that occurred within the last three or six months. In addition, the chosen 
respondents are going to be more service encounter conscious than others might 
have been.
5.8.3 Sample Size and Sampling Unit
Choosing the proper sample size is important to establish the representativeness of 
the sample for generalisability. According to Sekaran (2003), the sample size is 
determined by the level of precision and confidence desired in estimating the 
population parameters, as well as the variability in the population itself. In fact, 
there has been considerable debate regarding the most appropriate sample size. For 
instance, Tabachnick and Fidell (2007) suggest a sample size of ratio 10 to 1 
between respondents and construct items. Similarly, Sekaran (2003) states that the 
sample size in multivariate research (including multiple regression analysis) 
should be several times (preferably 10 times) as large as the number of variables in 
the study. However, a general rule of thumb suggests that the researcher should 
have at least five times as many observations as there are variables to be analysed 
(e.g. Hair et al., 2010; Nunnally, 1978).
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Based on the above recommendations, a minimum of 350 cases are required for 
this research since the proposed instrument has seventy (70) items. According to 
Wimmer and Dominick (2006), multivariate studies always require large samples 
because they involve analysing multiple response data (several measurements on 
the same subject). Comrey and Lee (1992) suggest the following guidelines for 
multivariate studies: 50= very poor, 100= poor, 200= fair, 300= good, 500=very 
good, and 1,000 and above= excellent sample size. In this study, a sample size of 
4,500 is targeted in order to assure representativeness of study population 
(Sekaran, 2003) and to have an excellent sample size (Comrey and Lee, 1992). 
This study examines interaction quality on an individual level. It examines the 
interpersonal interaction between the customer and the service employee/s. 
Therefore, the individual customer who had a recent hotel experience is the 
sampling unit and unit of analysis in this study.
5.8.4 Data Collection Method
The data collection method is an integral part of research design and the choice of 
an appropriate data collection method greatly enhances the value of research 
(Sekaran, 2003). For this research, data are collected through a self-administered 
questionnaire. In particular, the study adopted a mixed-method approach to data 
collection combining email and paper questionnaires. Using the mixed-method 
approach has been suggested by some researchers (e.g De Leeuw, 2005). Sekaran 
(2003) argues that both methods have advantages and disadvantages. Table 5.8
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summarises the advantages and disadvantages of mail questionnaires and 
electronic questionnaires.
Table 5. 8; Advantages and disadvantages o f  the m ail questionnaires and electronic questionnaires 
Mode of Data Advantages Disadvantages
Collection
<u
3a
s
► Anonymity is high.
► Wide geographic regions can be 
reached
► Token gifts can be enclosed to 
seek compliance
► Respondents can take more time 
to respond at their convenience
► Can be administrated 
electronically, if desired
► Response rate is almost always 
low. A 30% rate is quite acceptable.
► Cannot clarify questions.
► Follow-up procedures for non­
responses are necessary.
a
► Easy to administer.
► Can reach globally.
► Very inexpensive
► Fast delivery
► Respondents can answer at their 
convenience.
► Computer literacy is a must.
► Respondents must have access to 
the facility.
► Respondents must be willing to 
complete the survey
Source: Adapted from Sekaran (2000, p. 250).
De Leeuw (2005) argues that using the mixed-method approach can compensate 
for the weaknesses of individual data collection methods (e.g. using either mail or 
email survey). Moreover, the mixed-method makes the study accessible to a larger 
group of participants, and thus enhances representativeness and increases 
responsiveness (Schaefer and Dillman 1998).
5.9 SURVEY
As mentioned earlier, the sample frame for this study includes British respondents 
with frequent travel patterns and those who have two or more breaks during the
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year either within the UK or abroad. Two separate lists of potential respondents 
were purchased from Marketingfile. com. The first list included full names and 
postal addresses while the second list included only email addresses. Postal 
questionnaires were first sent out in May 2010 accompanied by a cover letter and a 
second class pre-paid reply envelope. They were addressed with a computerised, 
self-adhesive address label with the subject’s name in order to increase the 
response rate. The cover letter explained to participants the purpose of the study. 
The letter promised respondents confidentiality and specified that information 
would be used for academic purposes only. It also included the researcher‘s title, 
full name, address, and contact details (see Appendix 2).
Then, an electronic copy of the questionnaire was emailed in June 2010. The 
electronic questionnaire was sent as a website URL link embedded in an email 
sent to all respondents (see Appendix 3). One month later, reminders were sent via 
email to those who had not completed the initial questionnaire. The total number 
of distributed questionnaires was 4,500 (either via mail or email).
Converse et al. (2008) note that using a paper-based questionnaire followed by an 
email method to non-respondents produced higher overall response rates than 
when the email method preceded the paper method. In fact, this was supported by 
this study. The response rate from the emailed survey was almost double the 
response rate form the posted survey. Out of the 1500 questionnaires that were 
sent via mail, a total number of 138 were retuned. In contrast, a total number of 
264 were returned back out of the 3000 questionnaires that were emailed to
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respondents. However, it is unlikely that bias between different methods had an 
impact on the response rate. Rather, respondents for mail surveys may have 
greater burden in returning the survey than those for electronic surveys which may 
discourage some from completing (or even starting) the survey. According to 
Kwak and Radier (2002) “mail respondents need to perform trivial but necessary 
tasks to return the survey, such as enveloping and mailing, which may hinder the 
return of the questionnaire; in contrast, email respondents only need to click a 
‘Send’ button” (p. 258), and this may explain the variance in the response rate 
between the two methods (mail and email).
As mentioned earlier, the total number of the distributed questionnaires was 4,500. 
Out of these questionnaires:
- 15 were returned by Royal Mail as damaged.
- 66 were returned as undelivered, and
- 402 were returned back.
Of these 402 returned questionnaires, 76 were discarded due to missing data and 
another 7 were excluded as respondents were non-British, resulting in a final total 
of 319 usable responses for analysis. This relatively low response rate can be 
attributed to several factors. First, it can be attributed largely to the fact that the 
purchased lists, either mail or email, were not up to date. The undelivered 
questionnaires highlighted the inaccuracy of the purchased data. Second, given the 
nature of the sample population and the sample frame for the current study 
(frequent travellers), it may be that those who did not respond were simply away 
or travelling by the time the questionnaires were sent out, or too bothered to
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complete the survey. According to MarketingFile.com, UK consumers are 
suffering from "questionnaire burnout" after the 2008/2009 financial crisis. 
Questionnaire burnout occurs as a result of escalating amount of questionnaires 
that respondents expect to receive or to complete (Pajarre, 2008). Hence, it is 
likely that some respondents were suffering from ‘questionnaire burnout’, which 
may affected their participation in filling out the questionnaire. Third, the low 
response rate may be further explained by the fact that no incentives were offered 
to respondents for completing the questionnaire. Finally, reminders were only sent 
to email respondents which may also contributed to the low response rate.
5.10 DATA ANALYSIS METHODS
Once the study data were collected, they were coded and entered into IBM SPSS 
Statistics software (formerly SPSS) version 18. Sekaran (2003) argues that data 
analysis has three main objectives: getting a feel for the data, testing the goodness 
of the data, and testing the hypotheses developed for the research. The first 
objective, getting a feel for the data, can be achieved through checking the central 
tendency and the dispersion (e.g. the mean, the range, the standard deviation, and 
the variance). In order to establish the goodness of the data as the second objective 
of the analysis, validity and reliability analyses should be conducted. According to 
Sakaran (2003), once the data are cleaned and ready for analysis (e.g. missing/out- 
of-range responses are cleaned up, and the goodness of the measures are 
established), the researcher is ready to test the hypotheses developed for the 
research (the third objective).
125
E. Alotaibi Chapter 5: Research Methodology
The current study built upon these three objectives outlined by Sekaran (2003) and 
conducted additional analyses that included: sample characteristics analysis, 
correlations analysis, t-test, and ANOVA test. The data analyses in this study 
followed a seven-stage process as shown in Figure 5.5. Each stage is discussed in 
the following sections.
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Figure 5 .5: Data Analysis Methods
Stage
1
IB  E
Stage
2
Sample Characteristics Analysis
Understanding characteristics of the study sample
Validity of the Scales
Content validity, criterion-related validity, and construct validity 
(Exploratory Factor Analysis)
Stage
3
Reliability of the Scales
Chronbach’s coefficient alpha
Stage
4
Stage
5
Descriptive Statistic Analysis
Calculation of summated scores for the research variables
Correlation Analysis
Checking the nature of relationships among research variables
Stage
6
3 EL
Stage
7
Multiple Regression Analysis
Testing research hypotheses and model
T-test and ANOVA Test
T-test to compare the mean score of two groups
ANOVA to compare the mean score of more than two groups
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5.10.1 Stage 1; Sample Characteristics Analysis
The first stage of the analysis summarises the survey respondents using charts. 
Respondents were profiled in term of their demographic characteristics (e.g. 
gender, age group, education level, occupation and household annual income) and 
experience-related characteristics (e.g. time of last stay, purpose of the stay, hotel 
classification, number of nights, and amount of interaction). This analysis gives an 
overview of the characteristics of the study sample.
5.10.2 Stage 2; Validity of the Scales
Validity refers to whether or not the scale measures what it claims to measure. 
That is, when the researcher asks a set of questions regarding a specific concept
and wants to be certain that he is indeed measuring the concept he set out to
measure and not something else (Sekaran, 2003). Several validity tests are used to 
test the goodness of measures including: content or face validity, criterion-related 
validity, and construct validity.
®  Content Validity
Content validity refers to the ability of a measure to tap adequately the broad range 
of elements that compose a particular concept (Zikmund, 2000). The more the 
scale items represent the domain or universe of the concept, the greater the content 
validity (Sekaran, 2003). ‘Face validity’ is considered as a basic and a very 
minimum index of content validity. Face validity, as the name implies, relates to 
face value. It indicates that the items are intended to measure the concept based on
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what it looks like. This study established content and face validity based on the 
literature and a pilot study conducted to evaluate the study instruments. The pilot 
study included a sample of 15 respondents who were asked to evaluate the clarity 
and the content of the scales’ items.
Moreover, face validity for the new developed scale that measures interpersonal 
congruency was tested through a sample of 13 expert judges from the Hospitality 
and Food Management Research Group at the School of Management, University 
of Surrey. Five of the judges were academics while eight were PhD researchers 
from the same group. They were given the definition of interpersonal congruency 
and instructed to evaluate the items in terms of their representativeness of the 
definition. The outcomes of this test were discussed in the pilot test section.
@ Criterion-Related Validity
Criterion-related validity refers to the scale’s ability to differentiate groups who 
are known to be different. In other words, criterion-related validity is established 
when the measure differentiates individuals on a criterion it is expected to predict 
(Sekaran, 2003). This can be done either by establishing concurrent validity or 
establishing predictive validity. Concurrent validity suggests that a test should be 
correlated with other measures to which it is theoretically related. Predictive 
validity indicates the ability of the measuring instrument to differentiate between 
individuals with reference to a future criterion. In this study, correlation analysis 
was used to test the concurrent validity, while predictive validity was assessed 
through regression analysis.
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@ Construct Validity
Construct validity is the extent to which a set of measured variables actually 
represent the theoretical latent construct they are designed to measure (Hair et ah, 
2010). This can be assessed through convergent and discriminant validity. 
Convergent validity is established when two different measurement techniques 
provide statistically indistinguishable estimates of the same concept (Boyle and 
Ozdemir, 2009). On the other hand, discriminant validity is established when, 
based on theory, two variables are predicted to be unrelated, and the scores 
obtained by measuring them are found to be so (Sekaran, 2003). In order to 
establish convergent and discriminant validity, this study runs factor analysis on 
the items of interaction quality scale and items of customer-employee congruence 
scale. If the factor analysis extracts the same number of factors for each scale as 
theorised by the conceptual model, then convergent and discriminant validity are 
established.
5.10.2.1 Exploratory Factor Analysis
Factor analysis (FA) is one of the most widely used approaches in establishing 
construct validity (Sekaran, 2003). FA enables identification of the separate 
dimensions being measured by survey and obtaining factor-loading for each 
variable of each factor (Proctor, 2005). For this study, an exploratory factor 
analysis (EFA) is employed to assess the construct validity of the research 
instruments. More specifically, a principal components analysis with Varimax 
rotation is used in order to identify the latent dimensions of the 30 items of the 
interaction quality scale, the 16 items of the customer-employee congruence scale,
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the 15 items of physical environment scale and the 9 items of the encounter 
satisfaction scale. Hair et al. (2010) provide the following guidelines for 
identifying significant factor loadings (Table 9):
Table 5. 9: Guidelines for identifying significant factor loadings based on sample size_______
Factor Loading Sample Size Needed for Significance
.30 350
.35 250
.40 200
.45 150
.50 120
.55 100
.60 85
.65 70
.70 60
.75 50
Source: Hair et al (2010. p. 117).
According to Hair et al.'s (2010) guidelines, a factor loading cut-off point of 0.35 
is preferable for the current study with a sample size of 319. However, before 
running the factor analysis, the appropriateness of the data for factor analysis 
should be assessed. This assessment includes testing the strength of the inter­
correlations among items, examining the Bartlett’s test of sphericity, and 
measuring of sampling adequacy. These will all be discussed in Chapter 6.
5.10.3 Stage 3: Reliability of the Scales
The purpose of reliability analysis is to check the scale’s internal consistency. 
Pallant (2005) defines internal consistency as the degree to which the items that 
make up the scale are homogeneous or “hang together” (p.90). Hair et al, (2010) 
presented some diagnostic measures to assess the scales’ internal consistency. The
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first measures relate to each separate item including the item-to-total correlation 
(the correlation of the item to the overall scale score) and the inter-item-correlation 
(the correlation among items).
A rule of thumb suggests that the item-to-total correlation should exceed 0.50 and 
that the inter-item-correlation should exceed 0.30 (Robinson et al, 1991). The 
second type of diagnostic measure and the most commonly used is the reliability 
coefficient that assesses the internal consistency of the scale using Cronbach’s 
alpha coefficient (a). Cronbach’s alpha provides an accurate estimate of internal 
consistency and indicates how well the items in the set were correlated to one 
another (Brown, 2001).
The internal consistency ranging between 0 and 1, with score 0.70 and above, is 
the acceptable score (Churchill, 1979; Nunnally and Bernstein, 1994). The closer 
Cronbach’s alpha coefficient is to 1.0 the better the internal consistency. As a rule 
of thumb, “a > .9 is excellent, a > .8 is good, a >.7 is acceptable, a > .6 is 
questionable, a > .5 is poor, and a < .5 is unacceptable” (George and Mallery, 
2003, p. 231). Cronbach (1951) suggested that if several factors exist within a 
scale, then the formula should be applied separately to items relating to different 
factors. In other words, if the scale has sub-scales (dimensions) then a should be 
applied separately to these subscales.
5.10.4 Stage 4: Descriptive Statistic Analysis
The fourth stage of the analysis is to obtain a general overview of the research 
variable by computing the central tendency and variability. The mean is the most
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common measure of central tendency, while the standard deviation is the measure 
of variability (dispersion) which indicates how the data are spread out around the 
mean (Sekaran, 2003). Descriptive statistic will be conducted and presented after 
computing the items of the study variables. In addition, tests are run on the data to 
examine whether assumptions (e.g normality) associated with further analyses are 
met.
5.10.5 Stage 5: Correlation Analysis
Correlation analysis is conducted using correlation coefficient (r) to test the 
strength and the direction of the relationships between study variables. The 
concept of correlation is based on a linear relationship which is the implicit 
assumption of all multivariate techniques including multiple regression. Therefore, 
correlation matrices provide an overview of the linear relationships between the 
study variables in terms of the strength and direction of the association. 
Correlation coefficient (r) ranges between -1.0 to +1.0. The closer the correlation 
coefficient to ±1.0, the stronger the linear relationship between the two variables.
5.10.6 Stage 6: Regression Analysis
At the sixth stage, multiple regression is employed to test the study hypotheses and 
to assess the overall model fit. Multiple regression is a statistical technique that 
allows exploration of the relationship between one dependent variable and a 
number of independent variables or predictors. It explains how well a set of 
variables is able to predict a particular outcome, and provides information about 
the model as whole, and the relative contribution of each of the variables that
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make up the model (individual subscales). Multiple regression can also be used to 
statistically control for an additional variable or variables when exploring the 
predictive ability of the model (Pallant, 2005).
In this study, the relationships between interaction quality and its antecedents on 
the one hand, and between interaction quality and its consequence on the other 
hand, are examined using multiple regression analysis. Six hypotheses are tested in 
this study. The first four hypotheses test the relationships between the antecedents 
(customer’s responses to physical environment and customer-employee 
congruence) as the independent variables and the two dimensions of interaction 
quality (personal connection and task-related aspects) as the dependent variables. 
The last two hypotheses examine the relationships between the two dimensions of 
interaction quality as independent variables and encounter satisfaction (the 
consequence) as the dependent variable. Moreover, the two dimensions of 
interaction quality were hypothesized to mediate the relationship between the 
antecedents (customer’s responses to physical environment and customer- 
employee congruence) and the consequence (encounter satisfaction).
Hair et al (2010), Pallant (2005), and Tabachnick and Fidell (2007) identified three 
main steps in evaluating a multiple regression model. The first step involves 
checking the assumptions of multiple regression which include calculating the 
ratio of cases to independent variables (IVs), tests of normality, linearity, 
multicollinearity, outliers, and independence of residual (errors). The second step 
involves assessing the statistical significance of the overall regression model using 
the F-ratio, where F is the ratio of the Model Mean Square to the Error Mean
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Square. Using the F-ratio, the model is considered to be statistically significant if 
P-values < 0.05. The last step in evaluating a multiple regression model is to 
assess each of the independent variables. This includes: (1) evaluating the strength 
of the relationships between the dependent and the independent variables using the 
R^-value, (2) comparing the relative strength of the various predictors within the 
model using the standardised regression coefficients or the beta coefficients (/?), 
and (3) examining the significance level associated with the beta coefficient (fi) 
using the t-value. Regression analysis and its assumptions will be discussed in 
more details in Chapter 6.
5.10.7 Stage 7: T-test and ANOVA Test
The final stage of the analyses includes conducting a series of t-tests and ANOVA 
tests. T-test is employed to compare the mean scores of two independent samples 
(e.g. gender and purpose of stay), while ANOVA test is conducted to compare 
means between three or more groups (e.g. age group, educational level, 
occupation, annual income, hotel classification, number of nights, and amount of 
interaction). For both t-tests and ANOVA tests, a significant difference occurs 
between the groups if the ‘P ’ value is less than 0.05.
5.11 CONCLUSION
The main objective of this study is to understand the dimensions, antecedents, and 
consequence of interaction quality in the hospitality service encounter. This 
chapter provides an overall view of the methodology adopted to fulfil the
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aforementioned objective. This research adopted probability sampling method 
(simple random sampling). The study used a mixed-method approach to collecting 
the data. The sample frame included those British respondents with frequent travel 
patterns and those who have two or more breaks during the year (whether within 
the UK or abroad). The pilot study suggested some modification to four items of 
the customer-employee congruence. Finally, multivariate data analysis techniques 
are employed for testing the study model.
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CHAPTER SIX
ANALYSIS OF FINDINGS
6.0 INTRODUCTION
The current chapter presents the findings of the main study. It starts with 
presenting the characteristics of the sample respondents in terms of the 
demographic profile (e.g. gender, age group, education level, occupation and 
household annual income) and the customer profile of respondents (e.g. time of 
last stay, purpose of the stay, hotel classification, number of nights, and amount of 
interaction). This is followed by the exploratory factor analysis and the reliability 
analysis. Descriptive statistics for the scale and its sub-scales are then presented. 
In the next section, correlation analysis was conducted to test the strength and the 
direction of the relationships between study variables. Hypotheses testing and 
model assessment are discussed in the following section. Finally, the findings of 
the t-tests and ANOVA tests are presented, followed by the conclusion of the 
chapter.
6.1 SAMPLE CHARACTERISTICS
6.1.1 Demographic Profile
The rate of return of completed and usable survey questionnaires was not high 
compared to the total number distributed. A total of 319 usable questionnaires 
were received back out of the 4500 questionnaires that were posted and emailed to
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potential respondents. Respondents were all British and mainly from England. The 
following is the descriptive analysis of the sample characteristics.
6.1.1.1 Gender:
Figure 6.1 shows the representation of sample by gender
Figure 6 .1: Sample representations by Gender (N=319)
□  Male HFemale
55% of the sample were female and 45% male. Although the number of female 
subjects was slightly more than that of males, this seems to be normal distribution for 
the UK population. Aeeording to the UK Office for National Statistics ‘ONS’ (2007) 
the percentage of women is higher than that of men. The ONS (2007) revealed that 
women outnumbered men at all ages above 31 in the UK. This difference in number 
between the sexes also widened through the 30s and mid-40s age groups. This 
difference became most pronounced for people in their mid-60s onwards, with many 
more women living to become very elderly. In 2007 there were almost three times as 
many women as men aged 90 or over (UK Office for National Statistics, 2007).
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6.1.1.2 Age Group:
Figure 6.2 displays the age distribution for respondents.
Figure 6. 2: Sample representation by Age Group (N=317)
□ 16-19 □ 20-29 □ 30-39 □ 40-49 ■50-59 □ 60 and over
As Figure 6.2 shows, the highest percentage of respondents were 60 years old and 
over (32.5%), followed by 24.6% for the age group between 50-59. Respondents 
who were in their 40s form 18.3% of the sample, while 16.1% of the sample were 
aged between 30 to 39. For the age groups of 20-29 and 16-19, the percentages are 
5.4% and 3.2% respectively. Taking into account the gender bias (55% female and 
45% male), these findings seem to be justified within the UK population. 
According to the UK Office for National Statistics, ONS (2009)- the population of 
the UK is ageing. Over the last 25 years the percentage of the population aged 65 
and over increased from 15 % in 1984 to 16 % in 2009, an increase of 1.7 million 
people. Over the same period, the percentage of the population aged under 16 
decreased from 21 % to 19 %. This trend is projected to continue. By 2034, 23 %
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of the population is projected to be aged 65 and over compared to 18 % aged 
under 16 (UK Office for National Statistics, 2009).
6.1.1.3 Educational Level:
Figure 6.3 shows the sample distributed by level of education.
Figure 6. 3: Sample representation by Educational Level (N=313)
24.0 23.0
25 .01
20.0
15.0
10.0
5.0
.0
□ O Levels/GCSE □ A level/ GNVQ □ HNC/HND
■ Master degree □ PhD/Post Doctoral ■ Others
□ Bachelor Degree
□ No qualificartlons
Overall, respondents reached a good standard of education with 7.4 % holding a 
post-graduate degree, 23% a Bachelor degree, 8.3% a HNC or HND, 15.7% an A 
level, and 24% a GCSE.
6.1.1.4 Occupation:
Figure 6.4 shows the sample representation by occupation
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Figure 6. 4: Sample representation by Occupation (N=292)
25.0
20.0
15.0
10.0 
5.0
.0
24.3
21.5
.....^
13 13
□  Student
□  Other
O Retired
□  Administrative / 
Secretarial
□  M anager / Senior 
Official
□  Professional (doctor. 
Engineer, lawyer, etc.)
B  Sales / Customer 
services
□  Skilled Trades
□  Educational / 
Academic
Figure 6.4 illustrates that the largest proportion of the sample were retired (24.3%), 
followed by administrative and managers with 13% for each group, and professionals 
(e.g. doctors, engineers etc) come next with 12.3%.
6.1.1.5 Annual Income:
Figure 6.5 represents the sample annual income.
Figure 6. 5: Sample representation by Annual Income (N=280)
25.0 1
20.7
H Up to £20,00018.5
17.2 16.920.0 ■ £20,001 to £30,000
15.0 □ £30,001 to £40,00011.0
O £40,001 to £50,000
10.0
□ £50,001 to £60,000
3.4
5.0
□ £60,001 and over
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From the above Figure 6.5, it can be noticed that the largest group of the sample 
has an annual income between £20,001 and £30,000, forming 20.7% of the total 
sample. This is followed by 18.5% for the group that earns £20,000 and below, 
and 17.2% for the third group (£30,001 to £40,000). The highest income group 
(£60,001 and over) comes next with 16.9%, and then the group that earns £40,001 
to £50,000 with 11.1%. Finally, the lowest percentage of the sample annual 
income (3.4%) was for the group that falls between £50,001 and £60,000.
6.1.2 Customer Profile
6.1.2.1 Last Stay:
Last stay statistics are shown below in Figure 6.6.
Figure 6. 6: Last Stay (N=319)
17.0
18.9
64.2
□  l es s  than 3 months ago 0 3  to 6 months  ago O m o r e  than 6 months ago
The vast majority of the sample (83.1%) had a hotel experience during the past six 
months, while only 17% had not had a hotel experience for more than six months. 
This high percentage of the recent hotel experience can be explained by the
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process by which the study sample was chosen. In fact, one criteria of choosing 
the study sample -  through MarketingFile.com -  was to select frequent traveller 
customers who have two or more holiday breaks during the year (either within the 
UK or abroad). Hence, it is not surprising that 83.1% of the sample had a recent 
hotel experience during the past six months.
6.1.2.2 Purpose of Stay:
Respondents’ purpose of stay is presented in Figure 6.7.
Figure 6. 7: Purpose of Last Hotel Stay (N=319)
3.8
20.1
76.2
□ Leisure B usiness □  Other
From Figure 6.7, it can be seen that the majority of respondents stayed for leisure 
purposes during their most recent hotel experience (76.2), while only 20% stayed 
for business. This distribution seems normal since the study sample was selected 
based on ‘travel frequency’ with two or more annual breaks.
6.1.2.3 Hotel Classification:
The classification of the hotels in which respondents had their most recent 
experiences is displayed in Figure 6.8.
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Figure 6. 8: Hotel Classification (N=317)
43.5
39.7
H I star □  2 star ■  3 star □  4 star H 5 star
As shown in Figure 6.8, more than 83% of the respondents had stayed in 4-star or 
3-star hotels. The highest percentage was for the 4-star hotels (43.5%), while 
39.7% was for the 3-star hotels.
6.1.2.4 Number of Nights:
Figure 6.9 highlights the number of nights spent during the most recent hotel stay.
Figure 6. 9: Number of Nights (N=319)
24.8
10.3
4.1a
□  1 Night | 2  Nights d 3 Nights □  4 Nights n S -ô  Nights Q 7 Nights Q 8-11 Nights □  14 Niglits
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Figure 6.9 shows that a high percentage of respondents stayed for one or two 
nights (e.g. weekends). Almost 25% stayed for a single night, while 21.3% stayed 
for two nights, and 11.6% stayed for three nights. Moreover, 17.6% of the sample 
stayed for a week and 10.3% stayed for two weeks (a week or a two-week break).
6.1.2.5 Amount of Interaction:
One important factor for this study is the amount of interaction during the service 
encounter. This is because the amount or the duration of interaction has been 
found to influence the customer’s perception of service quality (Aday et al, 1980) 
and relationship quality (Crosby et al, 1990). Figure 6.10 illustrates the sample 
distribution based on the amount of interaction.
Figure 6.10: Amount of Interaction (N=319)
□ Limited Interaction n2 n3 o4 =5 n6 nExtensive Interaction
Amount of interaction was measured on a 7-point scale where 1 means the 
respondent had limited interaction with the service employee/s and 7 means the 
respondent had extensive interaction. Figure 6.10 shows that 25.4% of the sample
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thought they had neither extensive nor limited interaction with the service 
employee/s. A large proportion of the sample tends to believe that they had 
extensive interaction with service employee/s (41.7%), while on the other hand,
32.9 of the sample think they had less interaction. In fact, this distribution seems 
to be logical due to the subjective interpretation of the amount of interaction which 
varies from one customer to another.
6.2 VALIDITY OF MEASUREMENT SCALES: 
EXPLORATORY FACTOR ANALYSIS
An exploratory factor analysis (EFA) was carried out to assess the construct 
validity of the research instruments. More specifically, a principal components 
analysis with Varimax rotation was employed using the IBM SPSS Statistics 
(formerly SPSS) version 18 in order to “identify the latent dimensions” (Hair et al, 
2010, p. 96) of the 30 items of the interaction quality scale, the 16 items of the 
customer-employee congruence scale, the 15 items of physical environment scale 
and the 9 items of the encounter satisfaction scale. The first step before running 
the analysis was to assess the appropriateness of the data for factor analysis. Three 
main assumptions were considered for assessing the factorability of the data:
Assumption I: Strength of the inter-correlations among the items
The inter-correlation between variables (correlation matrix) should be greater than 
0.3 (r > .3) (Pallant, 2005; Tabachnick and Fidell, 2007) and thus, if there are any 
variables that do not correlate with any other variables (or very few), they should 
be deleted before the factor analysis is run (Field, 2005; Hair et al, 2010). The
147
E. Alotaibi__________________________________ Chapter 6: Analysis o f Findings
correlation matrix for the research data showed some items with very low 
correlations (r < 0.3) and consequently three items from the interaction quality 
scale and two items from the customer-employee congruence scale were deleted. 
The omitted items for interaction quality are: (1) "the service employees o f  this 
hotel teased me in a friendly way\ (2) "the service employees o f this hotel 
provided the service at the time they promised to do so ’, and (3) "the service 
employees o f this hotel apologized i f  something was not satisfactory The deleted 
items for customer-employee congruence are the two negatively worded items: (1) 
"my behaviour during this service encounter was adjusted to suit the situation 
and (2) "during this service encounter, I  tried to change my behaviour to suit the 
situation’. After deleting these items, the correlation matrixes for both scales 
showed that the remaining items (27 items for interaction quality and 14 items for 
customer-employee congruence) have many correlation coefficients above 0.3 
(Appendix 4.1 and 4.2).
Assumption U: The Bartlett’s test of sphericity should be significant
Hair et al (2010) and Pallant (2005) suggest that the value of Bartlett’s tests of 
sphericity should be less than 0.05 (p<0.05) in order to be statistically significant. 
For the interaction quality scale and the customer-employee congruence scale, the 
Bartlett’s tests of sphericity were statistically significant i.e./?<0.05 (Table 6. 2).
Assumption III: The measure of sampling adequacy should be > 0.60
The Kaiser-Meyer-Olkin (KMO) measuring of sampling adequacy should be 0.60 
or greater (Tabachnick and Fidell, 2007). The KMO measure of sampling
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adequacy ranges from 0 to 1, reaching 1 when each variable is perfectly predicted 
without error by the other variable. According to Hair et al (2010) and Field 
(2009), the KMO measure of sampling adequacy can be interpreted with the 
guidelines shown in Table 6.1
Table 6.1; The KMO Measure of Sampling Adequacy’s Guidelines
KMO Value Degree of Common Variance
Above 0.90 Superb
0.80-0.90 Meritorious
0.70 - 0.79 Middling
0.60 - 0.69 Mediocre
0.50 - 0.59 Miserable
Below 0.50 Unacceptable (Do Not Factor)
Source: Adapted from Hair et al (2010, p. 104-115) and Field (2009, p. 647)
Hair et al (2010) argue that the researcher should examine the values of KMO 
measure of sample adequacy for each variable and exclude those values falling in 
the unacceptable range (KMO < 0.50). Variables with values less than 0.50 should 
be omitted from the factor analysis one at a time, with the lowest value being 
omitted each time and then recalculate the factor analysis. The overall KMO value 
for interaction quality measurement has showed a “superb” level (Field, 2009; 
Hair et al, 2010) of 0.94 (see Table 6.2 in the next page).
Also a look at the Anti-Image Matrix (the negative of the partial correlations) for 
the same data, and KMO statistic for ‘each individual variable’ revealed that all 
the variables are well above the acceptable level of 0.6, with the lowest correlation
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being 0.86 and the highest being 0.96 (Appendix 4.3). For the customer- 
employee congruence scale, the overall KMO value is 0.90 (Superb), while the 
KMO value for each individual variable ranges between 0.86 and 0.96 as shown 
by the Anti-Image Correlation Matrix (Appendix 4.4). This indicates that the 
matrix is suitable for factoring.
The final result of these tests showed that the sample data were appropriate for 
factor analysis. Table 6.2 summarizes the final Correlation Matrix, Anti-image 
Matrix, KMO and Bartlett's Test for the interaction quality and customer- 
employee congruence scale.
Table 6 .2  : Factor Ana ysis Assumption
Interaction Quality Customer-Employee Congruence
Correlation Matrix r>0.3 r>0.3
Anti-image Matrix * MSA> 0.60 MSA> 0.60
KMO** .94 .90
Bartlett’s Test of Sphericity Chi-Square 6999.466 
df 276 
Sig .000
Chi-Square 3839.399 
df 120 
Sig .000
* Measures of Sampling Adequacy for Each Individual Variable (MSA). 
** The Overall Measures of Sampling Adequacy.
6.2.1 Analysis of Interaction Quality (IQ)
After assessing the suitability of the data for factor analysis, the 27 items of the 
interaction quality scale (IQ) were subjected to principal components analysis 
(PCA) using SPSS Version 18. The initial PCA with Varimax rotation extracted 
three factors with eigenvalues greater than 1, which together accounted for 68% of 
the variance, but an initial inspection of the scree plot provided support for two
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components only. Examination of the factor loadings revealed three items which 
loaded on two factors. These items were deleted one at a time, and the analysis 
conducted again. Cross-loading items from this second analysis were removed, 
and the analysis conducted again. This produced two components with 
eigenvalues exceeding 1, explaining 65.5% of the variance. An inspection of the 
scree plot again revealed a clear break after the second component (Appendix 5.1). 
Table 6.3 shows the final structural factor for the interaction quality scale.
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Table 6. 3: Rotated Component Matrix (Interaction Quality)
Varimax-Rotated Loading* 
Factor
1 2 Communality
Task-related aspects 
Typically, the service employees of this hotel s . .
1 were efficient in doing their job .93 .87
2 used good manners in your presence .93 .86
3 listened carefully to what you had to say .91 .87
4 gave you prompt service .89 .83
5 were always willing to help you .88 .82
6 had the necessary skills to perform their job. .87 .78
7 directly answered your questions .87 .76
8 seemed appreciative/thankful .85 .78
9 acknowledged your presence .84 .75
10 were never too busy to respond to your requests .75 .61
11 were able to handle your complaints directly and immediately .75 .56
12 asked if your needs had been met .75 .59
13 talked to you .70 .60
14 were sympathetic to you about a problem with a product or service .66 .47
15 had the knowledge to answer your questions .60 .41
Personal Connection
Typically, the service employees of this hotel...
1 encouraged you to say something personal about yourself .85 .72
2 talked to you about how their day had been .83 .72
3 told you something personal about themselves .81 .68
4 discussed your personal likes and dislikes .77 .65
5 told you about their personal experience with a product or service .76 .61
6 discussed matters pertaining to you personally .71 .51
7 told you a joke .69 .50
8 discussed what you do for work .65 .44
9 discussed your state of health .63 .42
Eigenvalue 11.79 4.00
Variance Explained % 42.7 % 23.1 %
Total Variance Explained 65.8%
* Items loading less than .35 have not been displayed.
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The interaction quality scale encompasses items from the Retail Service Quality 
Scale ‘RSQS’ (Dabholkar et al, 1996), employee helpfulness (White and 
Schneider, 2000), the Service Provider Sociality Scale (Koermer, et al, 2000), and 
items developed for the purpose of this study based on the extensive literature 
review and the preliminary qualitative interviews. As Table 6.3 shows, the rotated 
solution using Varimax revealed the presence of two factors, with both showing a 
number of strong loadings. Eight items from the courtesy expressions dimension 
(sociality communication) and seven items from the competence and task-related 
helpfrilness dimension have emerged to form the first factor. Items loading on this 
factor range from 0.60 to 0.93 and explain 42.7% of the variance. This factor 
consists of items that are related to the core task, and therefore it has been labelled 
as the task-related aspects. The second factor is made up of all the nine items of 
the personal connection dimension (sociality communication) and therefore it has 
been labelled as the Personal Connection. Items loading on this factor range from 
0.63 to 0.85 and explain 23.1% of the variance. The two extracted dimensions are 
retained for further investigation.
6.2.2 Analysis of customer-employee congruence (CEC)
Initially, the principal components analysis with Varimax rotation was conducted 
on the 14 items of the customer-employee congruence. This analysis yielded two 
factors with eigenvalues greater than 1. Examination of the factor loadings 
revealed two items which loaded on the two factors. These items were deleted one 
at a time, and the analysis conducted again. The final rotated solution revealed two 
components with eigenvalues exceeding 1, explaining 70.5% of the variance. An
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inspection of the scree plot revealed a clear break after the second component 
(Appendix 5.2) which supports the two extracted factors. Table 6.4 shows the final 
structural factor for the customer-employee congruence scale.
Table 6. 4: Rotated Component Matrix (Customer-Employee Congruence)
Varimax-Rotated Loading' 
Factor
»
1 2 Communality
Interpersonal Congruency
1 My behaviour during this service encounter reflected who I .89 .83
really am.
2 During this service encounter, my behaviour was an .85 .78
expression of my true self.
3 I am happy with the way I behaved during this service .84 .72
encounter
4 Service employees saw me for who I really am .82 .71
5 I was really comfortable with what I felt these service .82 .72
employees thought of me
6 My interaction with the employees of this hotel is consistent .81 .78
with how I see myself
7 I feel that service employees saw me the way I see myself .79 .69
8 My interaction with employees of this hotel reflected who I .76 .74
am
9 My behaviour during this service encounter was consistent .74 .61
with how I see myself.
10 During this service encounter, all my behaviours were .57 .35
matched to the situation
Perceived Similarity
1 The employees of this hotel are similar to me .88 .81
2 Customers who interact regularly with employees of this .81 .72
hotel are similar to me
Eigenvalue 7.32 1.13
Variance Explained % 53.4 % 17.1 %
Total Variance Explained 70.5%
* Items loading less than .35 have not been displayed.
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As proposed in the literature review chapter, the rotated solution using Varimax 
(Table 6.4) extracted two factors with eigenvalues exceeding 1 which mirrored the 
predetermined scale. The first factor includes all the items that measure the 
interpersonal congruency plus two items fi*om the self-employee congruence 
statements (Jamal and Adelowore, 2008). Items loading on this factor range fi*om 
0.57 to 0.89 and explain 53.4 % of the variance. On other hand, only two items 
loaded on the second factor, explaining 17.1% of the variance. These are the items 
that measure perceived similarity. The loading of these two items is 0.81 and 0.88 
respectively.
6.2.3 Analysis of Customer’s Responses to the Physical Environment 
(CRPE)
The principal components analysis with Varimax rotation was conducted on the 15 
items of the customer’s responses to the physical environment. All the 15 items 
loaded on a single factor with eigenvalue greater than 1, explaining 60.4% of the 
variance. Table 6.5 shows the final structural factor for the customer-employee 
congruence scale.
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Varimax-Rotated Loading*
Factor Communality
1 The odour was pleasant .84 .71
2 Seats were very comfortable .84 .70
3 The hotel décor was visually appealing .83 .69
4 The physical environment of this hotel encouraged people to .82 .68
interact easily
5 Lighting created a comfortable atmosphere .81 .66
6 The atmosphere in this hotel was conducive to interacting .80 .65
freely with employees
7 Seating arrangement gave me enough space .80 .65
8 The facilities layout allowed me to move around easily .80 .64
9 The physical facilities were clean .78 .61
10 Sufficient signage (e.g. Toilet signs) was provided .77 .59
11 The interior design was visually appealing .76 .58
12 Signs could be easily understood .74 .55
13 Background music was pleasing .69 .47
14 Temperature in the hotel was appropriate .65 .42
15 Prices in the hotel were clearly displayed .53 .30
Eigenvalue 8.87
Variance Explained % 60.4 %
* Items loading less than .35 have not been displayed.
Items that measure customer’s responses to physical environment 'were adopted 
from different existing scales (e.g. Brady and Baker, 2002; Reimer and Kuehn, 
2005; Wakefield and Blodgett 1996). However, as table 6.5 shows, all the 15 
items loaded on a single factor. Items loading range from 0.53 to 0.84 and explain
60.4 % of the variance.
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6.2.4 Analysis of Encounter Satisfaction (ES)
The 9 items of the encounter satisfaction scale (ES) were subjected to principal 
components analysis (PCA). The PCA with Varimax rotation extracted a clear 
single factor with eigenvalue greater than 1, which accounted for 83.2% of the 
variance. Table 6.6 shows the structural factor for the encounter satisfaction scale.
Table 6. 6; Rotated Component Matrix (Encounter Satisfaction)
Varimax-Rotated Loading
Factor Communality
1 Service employees' willingness to help you .95 .91
2 The skills and knowledge that service employees have to .93 .86
perform their task
3 Personal attention given by service employees .92 .84
4 Politeness of service employees .92 .84
5 The ability of service employees to perform the promised .91 .84
service
6 Service employees' promptness in delivering service. .91 .82
7 Service employees willingness to solve problems .90 .82
8 Sympathy shown by service employees .89 .79
9 Information you received from service employees. .88 .78
Eigenvalue 7.50
Variance Explained % 83.2 %
* Items loading less than .35 have not been displayed.
As table 6.6 shows, all the items loaded on a single factor with items loadings 
range from 0.88 to 0.95 and explain 83.2 % of the variance.
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6 .3  ASSESSING THE RELIABILITY OF THE SCALES
Having cleaned the data and identified the new structural dimensions, the 
reliability analyses were conducted to check the scales’ internal consistency. 
Pallant (2005) defines internal consistency as the degree to which the items that 
make up the scale are homogeneous or “hang together” (p.90). Hair et al, (2010) 
presented some diagnostic measures to assess the scales’ internal consistency. The 
first measures relate to each separate item including the item-to-total correlation 
(the correlation of the item to the overall scale score) and the inter-item-correlation 
(the correlation among items). A rule of thumb suggests that the item-to-total 
correlation exceed 0.50 and that the inter-item-correlation exceed 0.30 (Robinson 
et al, 1991). The second type of diagnostic measure and the most commonly used 
is the reliability coefficient that assesses the internal consistency of the scale using 
Cronbach’s alpha coefficient (a). Cronbach’s alpha provides an accurate estimate 
of internal consistency and indicates how well the items in the set were correlated 
to one another (Brown, 2001). The internal consistency ranges between 0 and 1, 
with score 0.70 and above is the acceptable score (Churchill, 1979; Nunnally and 
Bernstein, 1994). The closer Cronbach’s alpha coefficient is to 1.0 the better the 
internal consistency. As a rule of thumb, “a > .9 is excellent, a > .8 is good, a >.7 
is acceptable, a > .6 is questionable, a > .5 is poor, and a < .5 is unacceptable” 
(George and Mallery, 2003, p. 231).
Cronbach (1951) suggested that if several factors exist within a scale, then the 
formula should be applied separately to items relating to different factors. In other 
words, if the scale has sub-scales (dimensions) then a should be applied separately
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to these subscales. Following this suggestion, the reliability analysis in the 
following sections will apply the Cronbach’s alpha coefficient (a) for the sub­
scales of the interaction quality scale and the customer-employee congruence. The 
following sections will cover the reliability analysis for the four scales used in this 
study.
6.3.1 Interaction Quality Scale Reliability
The first step was to examine the inter-item correlations to ensure that they have 
the recommended minimum value of 0.3. As indicated in the previous section, 
good reliability or internal consistency requires close relationships between the 
scale’s items. Looking at the Inter-Item Correlations Matrix for the sub-scales of 
the interaction quality scale (Appendix 4.5 and 4.6), it is clear that the correlations 
among all the items have exceeded the minimum requirement of 0.3. The second 
step towards checking the internal consistency was to check the Item-to-Total 
Correlation (the correlation of the item to the overall scale score), and to compute 
the Cronbach’s alpha coefficient (a). Table 6.7 shows the reliability analysis for 
the interaction quality scale.
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Table 6. 7: Interaction Quality Scale Reliability
Cronbach's Item-Total 
Scale components _Alpha Correlation
Task-related aspects ___ 
Typically, the service employees of this hotel...
.97
1 had the knowledge to answer your questions .61
2 were never too busy to respond to your requests .74
3 had the necessary skills to perform their job .86
4 used good manners in your presence .90
5 directly answered your questions .82
6 seemed appreciative/thankful .86
7 listened carefully to what you had to say .91
8 were efficient in doing their job .91
9 talked to you .75
10 acknowledged your presence .84
11 were sympathetic to you about a problem with a product or service .66
12 were able to handle your complaints directly and immediately .71
13 asked if your needs had been met .75
14 were always willing to help you .89
15 gave you prompt service .90
Personal Connection
Typically, the service employees of this hotel...
.91
1 discussed your personal likes and dislikes .73
2 told you something personal about themselves .75
3 discussed matters pertaining to you personally .62
4 encouraged you to say something personal about yourself .77
5 told you a joke .62
6 discussed what you do for work .60
7 discussed your state of health .57
8 talked to you about how their day had been .78
9 told you about their personal experience with a product or service .70
Overall Scale .95
Even though items that measure interaction quality are from different scales, they 
had Item-to-Total Correlation coefficients greater than the recommended 
minimum value of 0.5 (Robinson et al, 1991). In addition, the ‘a ’ value has 
exceeded the minimum recommended internal consistency threshold (alpha
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coefficient > 0.70) and were therefore deemed reliable (Churchill, 1979; Nunnally 
and Bernstein, 1994). As presented in Table 6.7, Cronbach’s alpha coefficient ‘a ’ 
was 0.97 for the task-related aspects dimension and 0.91 for personal connection. 
For both dimensions, Item-to-Total Correlation coefficients were >0.5. The overall 
reliability of the Interaction Quality scale was 0.95. An inspection of the alpha-if- 
item-deleted column reveals there was no need to eliminate any items from the 
scale to further improve the reliability coefficient. To sum up, the interaction 
quality scale and its sub-components displayed good internal consistency and were 
therefore maintained for further analysis.
6.3.2 Custom er-Em ployee Congruence Scale Reliability
Looking at the Inter-Item Correlations Matrix for the sub-scales of the customer- 
employee congruence scale (Appendix 4.7), it can be noticed that all the items 
exceeded the minimum requirement of 0.3 (it is .55 for the two items of perceived 
similarity dimension). Table 6.8 shows the item-to-total correlation (the 
correlation of the item to the overall scale score) and the Cronbach’s alpha 
coefficient ‘a ’ for the customer-employee congruence scale.
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Table 6. 8: Customer-employee congruence Scale Reliability
Scale components
Cronbach’s Item-Total 
Alpha Correlation
Interpersonal Congruency .95
1 My behaviour during this service encounter was consistent with .73
how I see myself.
2 During this service encounter, my behaviour was an expression of .84
my true self.
3 My behaviour during this service encounter reflected who I really .89
am
4 I feel that service employees saw me the way I see myself .77
5 I am happy with the way I behaved during this service encounter .78
6 During this service encounter, all my behaviours were matched to .54
the situation
7 Service employees saw me for who I really am .79
8 I was really comfortable with what I felt these service employees .80
thought of me
9 My interaction with employees of this hotel reflected who I am .80
10 My interaction with the employees of this hotel is consistent with .85
how I see myself
Perceived Similarity .71
1 Customers who interact regularly with employees of this hotel are .55
similar to me
2 The employees of this hotel are similar to me .55
Overall Scale .93
The first dimension, interpersonal congruency, includes all the items that measure 
the interpersonal congruency (developed by the author) plus two items from the 
Self-Employee Congruence Scale (Jamal and Adelowore, 2008), while the second 
dimension, perceived similarity, has only two items developed based on the
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literature review and the qualitative study conducted for this purpose. As Table 6.8 
shows, the Item-to-Total Correlation coefficients for both sub-scales are above 0.6 
which exceeds the recommended minimum value of 0.5. Moreover, the ‘a ’ value 
of the two sub-scales exceeded the minimum recommended internal consistency 
(alpha coefficient > 0.70). Cronbach’s alpha coefficient ‘a ’ was 0.95 for the 
interpersonal congruency and 0.71 for the perceived similarity. The overall 
reliability of the scale was 0.93. The two extracted dimensions were therefore 
maintained.
6.3.3 Custom er’s Responses to the Physical Environm ent Scale 
Reliability
The Customer’s Responses to the Physical Environment Scale is a unidimensional 
scale and does not include sub-scales. The scale was subjected to a reliability test 
using inter-item correlations, item-to-total correlation and the Cronbach’s alpha. 
The Inter-Item Correlations Matrix for this scale showed that the lowest 
correlation was 0.31 (Appendix 4.8) which exceeds the minimum recommended 
value of 0.3. Table 6.9 summarizes the internal consistency of the customer’s 
responses to the physical environment scale.
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Table 6. 9: Customer’s Responses to the Physical Environment Scale Reliability
Scale components
Cronbach's Item-Total 
Alpha Correlation
1 The interior design was visually appealing .72
2 Temperature in the hotel was appropriate .61
3 Lighting created a comfortable atmosphere .79
4 Background music was pleasing .65
5 The odour was pleasant .81
6 The facilities layout allowed me to move around easily .76
7 Seating arrangement gave me enough space .77
8 Seats were very comfortable .80
9 The atmosphere in this hotel was conducive to interacting freely 
with employees
.77
10 The physical facilities were clean .73
11 Sufficient signage (e.g. Toilet signs) was provided .73
12 Signs could be easily understood .70
13 Prices in the hotel were clearly displayed .49
14 The hotel décor was visually appealing .80
15 The physical environment of this hotel encouraged people to 
interact easily
.81
Overall Scale .95
The above results illustrate that this scale has good internal consistency. Although 
the items of this scale have been also adopted from different existing scales (Brady 
and Baker, 2002; Reimer and Kuehn, 2005; Wakefield and Blodgett 1996), they
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showed high correlation coefficients in terms of the item-to-total correlation 
(coefficient >0.5). The reliability score of the scale exceeded the minimum 
recommended internal consistency threshold (alpha coefficient > 0.70) and 
therefore the score estimated by this scale was deemed reliable.
6.3.4 Encounter Satisfaction Scale Reliability
The unidimensional construct reliability was assessed by using the same steps as 
in previous sections. First, the inter-item correlations matrix (Appendix 4.9) was 
checked for any value below 0.3. The inspection of these correlations showed that 
all variables are well correlated (>0.3). After that, the scale internal consistency 
was further assessed using the item-to-total correlation and the Cronbach alpha 
coefficient (Table 6.10).
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Table 6.10: Encounter Satisfaction Scale Reliability
Scale components
Cronbach's Item-Total 
Alpha Correlation
1 The ability of service employees to perform the promised service .89
2 Service employees' willingness to help you .94
3 Information you received from service employees .85
4 The skills and knowledge that service employees have to perform .91
their task.
5 Personal attention given by service employees .89
6 Service employees willingness to solve problems .88
7 Service employees' promptness in delivering service. .88
8 Politeness of service employees .90
9 Sympathy shown by service employees. .86
As Table 6.10 shows, the reliability of the encounter satisfaction scale (0.98) was 
excellent. The item-to-total correlation for this scale ranged from 0.85 to 0.94 and 
thus there was no need to eliminate any item from the scale. This suggests that the 
construct could be used with confidence.
From the above analyses of the inter-item correlation matrix, the item-to-total 
correlation coefficient, and the Cronbach's Alpha coefficient for the study 
constructs, it was evident that all the four constructs were deemed reliable and 
therefore they are maintained for further analysis.
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6.4 DESCRIPTIVE STATISTICS
After confirming the validity and the reliability of the study constructs, the items 
for each dimension (or scale in the case of the uni-dimensional scales) were 
summed up and the descriptive statistics were conducted. The descriptive statistics 
provide several ways in which a distribution of scores can be described, such as 
measure of the central tendency (mean), and measure of variability (standard 
deviation). For this study, all the scales were measured on 7-point scale ranging 
from 1= strongly disagree to 1= strongly agree. Table 6.9 shows the descriptive 
statistics of the study constructs.
Table 6.11: Descriptive Statistics of the Study Constructs
Scale Dimension/s M * S.D N I
Customer’s Responses to 
Physical Environment
This is a uni-dimensional scale 5.24 1.11 15
Customer-employee
congruence
Interpersonal Congruency 5.62 1.13 10
Perceived Similarity 4.25 1.46 2
Overall 5.40 1.08 12
Interaction Quality
Personal Connection 2.34 1.29 9
Task-Related Aspects 5.36 1.29 15
Overall 4.22 1.09 24
Encounter Satisfaction This is a uni-dimensional scale 5.28 1.28 9
*M: Mean, S.D.: Standard Deviation, NI; Number of Items
As Table 6.11 illustrates, the mean score of the uni-dimensional scale of customer 
responses to physical environment was 5.24 and the standard deviation was 1.11. 
This means that customers responded positively to the physical environment and it
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might be that the environment facilitated and encouraged interaction with service 
employees.
Regarding the second scale, customer-employee congruence, the overall mean 
score was computed by summing up the two dimensions interpersonal 
congruency and perceived similarity. The overall mean score was 5.40 and S.D.= 
1.08. This indicates that customers, in general, perceived their service providers as 
being congruent to themselves. By looking at the score of each dimension, the 
interpersonal congruency dimension has the highest mean score (M= 5.62 with 
S.D.= 1.13). The high mean score of interpersonal congruency means that 
customers trusted that the views of the service employees concerning themselves 
were consistent with their own views about themselves. For the perceived 
similarity dimension, the mean score was 4.25 with S.D.= 1.46 which is still 
above the mid-point of 4. This means that customers perceived some similarity 
with the service employees.
For the third scale, interaction quality, the overall mean score was 4.22 with S.D.=
1.09 which means that customers, overall, are happy with the level of interaction 
they had with the service employees. As Table 6.11 shows, the interaction quality 
scale consists of two dimensions, namely task-related aspects and personal 
connection. The mean score for the task-related aspects was 5.36 with S.D.= 1.29. 
This indicates that customers perceived the service employees as being competent, 
helpful, and courteous. Unlike task-related aspects, personal connection has a very 
low mean score (M= 2.34, S.D.= 1.29).
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The final scale is a uni-dimensional and measures the encounter satisfaction. This 
scale has a means score of 5.28 and standard deviation of 1.28. Overall, customers 
felt the performance of the service employees had met their expectations in term 
of the skills, knowledge, sympathy, politeness, personal attention, and willingness 
to help and solve problems.
6.5 CORRELATION ANALYSIS
Before going into further advanced analysis, correlation analysis was conducted to 
determine the relationship between the study variables. Table 6.12 shows the 
correlation matrix for these variables.
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The results from the correlation matrix (Table 6.12) show significant, positive 
relationships between all the variables, and most of the correlations range from 
medium to high. According to Cohen (1988), a "small" correlation is ± .10 to ± 
.29, a "medium" correlation is ± .30 to ± .49, and a "large" correlation is ± .50 to ± 
1.0. In this study, the strongest correlation was between interaction quality and 
encounter satisfaction (r= 0.79) and the weakest correlation was between 
customer’s responses to physical environment and customer-employee 
congruence (r= 0.54).
As Table 6.12 illustrates, the customer’s responses to physical environment has a 
significant relationships with all other variables. It was positively correlated with 
the two dimensions of interaction quality, the two dimensions of customer- 
employee congruence, encounter satisfaction, and the amount of interaction. At 
the dimensional level, its strongest correlation was with the task-related aspects 
(r= 0.73) and its weakest correlation was with personal connection (r= 0.35). The 
correlations for interpersonal congruency and perceived similarity were (r= 0.50) 
and (r= 0.47) respectively. At the aggregate level, customer responses to physical 
environment showed strong correlations with customer-employee congruence (r= 
0.54), interaction quality (r= 0.69), and encounter satisfaction (r= 0.69).
As this study proposed, the two dimensions of customer-employee congruence 
were significantly and positively associated with the two interaction quality 
dimensions. The strongest correlation was between interpersonal congruency and 
task-related aspects (r= 0.58), while the weakest correlation was between 
interpersonal congruency and personal connection (r= 0.18). The perceived
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similarity dimension also has positive relationships with both task-related aspects 
(r= 0.50) and personal connection (r= 0.36). The overall correlation showed a 
strong relationship between customer-employee congruence and interaction 
quality (r= 0.55). Yet, the strong correlation between customer-employee 
congruence and task-related aspects (r=0.61) compared to that between customer- 
employee congruence and personal connection (r=0.24) indicates a possible 
mediation effect of task-related aspects on the relationship between customer- 
employee congruence and personal connection. This relationship will be further 
examined in the mediation analyses section. However, the correlation matrix also 
showed positive relationships between interpersonal congruency and perceived 
similarity on one side and encounter satisfaction on the other (r= 0.55 and 0.56). 
The overall relationship between customer-employee congruence and encounter 
satisfaction was high (r= 0.60).
As for the correlations between interaction quality dimensions and encounter 
satisfaction, they are positively correlated as anticipated. The correlation between 
task-related aspects and encounter satisfaction was very strong (r= 0.80), while the 
correlation between personal connection and encounter satisfaction was medium 
(r= 0.46). The overall relationship between interaction quality and encounter 
satisfaction was high (r= 0.62).
Finally, amount of interaction was also positively associated with all the study 
variables. It was highly correlated with interaction quality (r= 0.60), encounter 
satisfaction (r= 0.53), customer’s responses to physical environment (r= 0.41) and 
customer-employee congruence (r= 0.29). At the dimensional level, the highest
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correlation was between amount of interaction and personal connection (r= 0.58), 
followed by task-related aspects (r= 0.47), perceived similarity (r= 0.34), and 
finally interpersonal congruency (r= 0.24).
6.6 HYPOTHESES TESTING AND MODEL ASSESSMENT
6.6.1 Multiple Regression Analysis and its Assumptions
Multiple regression is employed to test the study hypotheses and to assess the 
overall model fit. Multiple regression is a statistical technique that allows 
exploration of the relationship between one dependent variable and a number of 
independent variables or predictors. It explains how well a set of variables is able 
to predict a particular outcome, and provides information about the model as 
whole, and the relative contribution of each of the variables that make up the 
model (individual subscales). Multiple regression can also be used to statistically 
control for an additional variable or variables when exploring the predictive ability 
of the model (Pallant, 2005). Tabachnick and Fidell (2007) argue that regression is 
used to:
- Find the best prediction equation which provides estimate o f the dependent 
variable from values o f two or more independent variables.
Obtain a measure o f the error involved in using regression equation as a 
basis for estimation.
Obtain a measure o f the proportion o f variance in the dependent variable 
accounted fo r  (or explained by) the independent variables.
In this study, the relationships between interaction quality and its antecedents on
the one hand, and between interaction quality and its consequence on the other
hand are examined using multiple regression analysis. Six hypotheses are tested.
The first four hypotheses test the relationships between the antecedents
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(customer’s responses to physical environment and customer-employee
congruence) as the independent variables and the two dimensions of interaction
quality (personal connection and task-related aspects) as the dependents. The last 
two hypotheses examine the relationships between the two dimensions of 
interaction quality as independent variables and encounter satisfaction (the 
consequence) as the dependent. Moreover, the two dimensions of interaction 
quality were hypothesized to mediate the relationship between the antecedents
(customer’s responses to physical environment and customer-employee
congruence) and the consequence (encounter satisfaction).
Hair et al (2010), Pallant (2005), and Tabachnick and Fidell (2007) identified three 
main steps in evaluating the multiple regression model. The first step involves 
checking the assumptions of multiple regression which include calculating the 
ratio of cases to independent variables (IVs), tests of normality, linearity, 
multicollinearity, outliers, and independence of residual (errors). The second step 
involves assessing the statistical significance of the overall regression model using 
the F-ratio, where F is the ratio of the Model Mean Square to the Error Mean 
Square. Using F-ratio, the model is considered to be statistically significant if P- 
values < 0.05. The last step in evaluating the multiple regression model is to 
assess each of the independent variables by:
(1) Evaluating the strength of the relationships between the dependent and the 
independent variables using the R^-value. indicates how much of the variance 
in the dependent variable is explained by the model. The closer the R^-value to 1,
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the stronger the relationship between the predictors (independents) and the 
dependent variable.
(2) Comparing the relative strength of the various predictors within the model 
using the standardised regression coefficients or the beta coefficients (/?). Beta 
values indicate the contribution of each independent variable in explaining the 
dependent variable, when the variance explained by all other variables in the 
model is controlled for (Pallant, 2005).
(3) Examining the significance level associated with the beta coefficient (/?) using 
the t-value. If the significance level of the t-value is 0.05 or less (e.g. 0.01, 0.0001, 
etc), then the beta coefficient is statistically significant and the predictor variable 
is making a significant contribution to the prediction of the dependent variable.
6.6.1.1 Assumptions of Regression Analysis
Multiple regression relies upon certain assumptions that need to be met before 
conducting the analysis, and whenever these assumptions are violated, then the 
results may not be trustworthy. Pedhazur (1997) notes, “Knowledge and 
understanding of the situations when violations of assumptions lead to serious 
biases, and when they are of little consequence, are essential to meaningful data 
analysis” (p. 33). Therefore, this section will discuss the most commonly violated 
assumptions of regression analysis which include ratio of cases to independent 
variables (IVs), tests of normality, linearity, multicollinearity, outliers, and 
independence of residual (errors).
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Assumption I: Ratio of Cases to IVs
Tabachnick and Fidell (2007) provide guidelines for the minimum number of 
cases to independent variables (IVs). For testing the multiple correlation, they 
suggest a minimum of 50 cases plus 8 cases for each IV (N > 50 + 8), and a ratio 
of N > 104 + m (where m is the number of FVs) for testing individual predictors. 
The current study meets this criterion of ratio of cases to IVs. The maximum 
number of IVs in each analysis is three, and according to the above formula, the 
required number of cases are 104 + 3 which is still below the total number of cases 
included in this study (N = 318).
Assumption II: Normality
Regression assumes that variables have normal distributions. Non-normally 
distributed variables can distort relationships and significance tests (Hair et al, 
2010). Normality can be assessed by statistical and/or graphical methods (Field, 
2009). Although the statistical method of assessing normality is widely used and 
has its own advantage of making an objective judgment, it can sometimes be 
overly sensitive to large sample sizes or not be sensitive enough at low sample 
sizes. Tabachnick and Fidell (2007) recommended inspecting the shape of the 
distribution using graphs along with the statistical methods when assessing 
normality. Therefore, two graphs are used in this study in order to determine 
normality, namely; a histogram and a probability plot. Through the histogram, 
normality can be visually assessed by comparing the histogram bars to a normal 
curve. Similarly, the probability plot assesses how closely the data follow a certain
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distribution. If the data are normally distributed then the data points will be close 
to the diagonal line and if the data points stray from the line then the data are not 
normally distributed. Figures 6.11, 6.12, 6.13, and 6.14 show the data distribution 
for the study main variables.
Figure 6. 11: Histogram (left) and probability plot (right) for customer responses to physical 
environment
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Figure 6.12: Histogram (left) and probability plot (right) for customer-employee congruence
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Figure 6.13: Histogram (left) and probability plot (right) for interaction quality
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Figure 6.14: Histogram (left) and probability plot (right) for encounter satisfaction
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The actual shape for the data distribution for each variable can be seen in the 
previous histograms (Figures 6.11 -  6.14). For customer responses to physical 
environment, customer-employee congruence, and interaction quality, scores 
appear to be reasonably distributed, but for encounter satisfaction, the histogram 
bars stray slightly from the normal curve. This is also supported by an inspection 
of the probability plots. In these plots the observed value for each score is plotted 
against the expected value from the normal distribution. As the plots show in
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Figures 6.11 -  6.14, the data points of the study variables are close to the diagonal 
lines which indicate that the data were normally distributed.
The two statistical measures of normality, skewness and kurtosis, support the 
findings from the normality graphs. Skewness measures the symmetry of the 
distribution, while kurtosis measures the shape of the distribution and shows how 
much of the data are concentrated near the centre (Hair et al, 2010). A positively 
skewed distribution has scores clustered to the left, with a longer tail to the right, 
while a negatively skewed distribution has scores clustered to the right, with a 
longer tail to the left, and a normal skewness involves a perfectly symmetric 
distribution. On other hand, a positive kurtosis is indicated by a peak, while a 
negative kurtosis is indicated by a flat distribution. Normal kurtosis involves a 
distribution that is not too peaked or flat. The values of skewness and kurtosis 
should be zero in a normal distribution, so the further these values are from 0, the 
more likely it is that the data are not normally distributed (Field, 2009). Although 
coefficients between -3 and +3 for skewness and kurtosis can be accepted as 
indicators of normality (e.g. Millard, 2002, p. 143; Peat and Barton, 2005, p.31), a 
general rule of thumb suggests that skewness and kurtosis values should fall 
within the recommended guidelines of < 1 (greater than -1  and less than +1), and 
any value falling outside this range means that the assumption of normality is not 
met (Leech et al, 2005, p.44). By looking at Table 6.13 it can be concluded that 
the research data were normally distributed since the values of skewness and 
kurtosis fall within the recommended value (between -1 and +1 ), and therefore 
the data met the criteria for normality.
179
E. Alotaibi Chapter 6: Analysis o f Findings
Table 6.13: Skewness and Kurtosis values of Normality
Scale Dimension/s SK KU NI
Customer’s Responses to 
Physical Environment
A uni-dimensional scale -.786 1.08 15
Customer-employee
Congruence
Interpersonal Congruency -.887 1.09 10
Perceived Similarity -.067 -.465 2
Overall -.355 .338 12
Interaction Quality
Task-Related Aspects -1.34 1.80 15
Personal Connection .932 -.067 9
Overall -.113 .164 24
Encounter Satisfaction A uni-dimensional scale -.986 1.00 9
SK: Skewness, KU: Kurtosis, NI: Number of Items 
Assumption III: Linearity
This assumption refers to the nature of the relationships between the predictors and 
the outcome variable. Linearity of the relationship between dependent and 
independent variables represents the degree to which the change in the dependent 
variable is associated with the independent variable (Hair et al, 2010). The concept 
of correlation is based on a linear relationship, thus making it a critical issue in 
regression analysis. Osborne and Waters (2002) argue that multiple regression 
analysis can only estimate the relationships between variables if these relationships 
are linear in nature, but if these relationships are not linear, then the results of the 
regression analysis will underestimate the true relationship.
Assumption IV: Multicollinearity
Multicollinearity occurs when there is a strong correlation between two or more 
predictors in a regression model (Field, 2009). Multicollinearity between 
predictors makes is difficult to assess the individual importance of a predictor. 
Therefore, if there are two or more highly correlated predictors (r> 0.80), then they
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should be combined (aggregated) into a composite variable using the scores of 
those highly correlated variables (Tabachnick and Fidell, 2007). The simplest way 
of identifying multicollinearity is to scan a correlation matrix of all the predictor 
variables and to check for any high correlation (r> 0.80). In the current study, all 
the predictor variables have correlations below 0.80 (see correlation matrix. Table 
6.12), therefore all variables will be retained. However, this method is not always 
enough for detecting multicollinearity. Der and Everitt (2002) argue, “whilst this 
method is often helpful, it is by no means foolproof — more subtle forms of 
multicollinearity may be missed” (p. 43). An alternative approach, in Der and 
Everitt’s opinion, is to examine what are known as the Tolerance and Variance 
Inflation Factor (VIF). These two collinearity diagnostics can be run as part of the 
regression procedure and they can pick up problems with multicollinearity that 
may not be evident in the correlation matrix. Tolerance is an indicator of how 
much of the variability of the specified predictor is not explained by other 
predictors in the model, while the VIF indicates whether a predictor has a strong 
linear relationship with other predictors or not (Field, 2009; Pallant, 2005). The 
VIF is just the inverse of the Tolerance value (1/tolerance). As a rule of thumb, 
VIF values above 10 and Tolerance values below 0.10 would indicate 
multicollinearity. For this study, the VIF value for each predictor does not exceed 
the cut-off point of 10, therefore the multicollinearity assumption was not violated. 
This is also supported by Tolerance values that are above the cut-off point of 0.10.
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Assumption V: Outliers Detection
Multiple regression is very sensitive to outliers because extreme cases have too 
much impact on the regression solution and can affect the values of the estimated 
regression coefficient (Tabachnick and Fidell, 2007). Field (2009) defines outliers 
as cases that differ substantially from the main trend of the data (very high or very 
low scores). Outliers in regression usually are detected with graphical methods 
such as residual plots. A rule of thumb is that outliers are cases whose 
standardised residual is greater than +3.3 or less than -3.3 (Tabachnick and Fidell, 
2007, p. 128). Therefore, any values falling outside this range (greater than +3.3 or 
less than -3.3) on the residual plot are deemed to be outliers and should be deleted, 
rescored, or transformed. In addition to the graphical method, there are two 
statistical distance measures that specifically cater for detecting outliers. These 
are Mahalanobis distance and Cook's distance measures. Mahalanobis distance is a 
weighted squared distance of each case from the mean of all cases used to estimate 
the regression equation, while Cook's distance is a measure of the change in the 
regression that would occur if the case were omitted from the computation of the 
coefficient (Neter et al. 1985). These two tests are normally produced by the 
multiple regression programs. They do not appear in the SPSS output, but instead 
are presented in the data as an extra variable at the end of the data file. On the one 
hand. Cook and Weisberg (1982) indicated that a Cook's distance > 1 would be 
generally considered large. Cook's distance is always compared to a critical value 
based on the formula 4/(n-k-l) where n is the number of cases and k  is the number 
of independent variables. If any case has a Cook’s distance greater than the critical 
value (as defined by the above formula), then it should be examined for exclusion.
182
E. Alotaibi Chapter 6: Analysis o f Findings
On the other hand, Mahalanobis distance identifies outliers based on the critical 
chi-square value while using the independent variables as the degree of freedom. 
In simple words, Mahalanobis value takes into account the number of independent 
variables in order to identify outliers. Tabachnick and Fidell (2007) provide 
guidelines for Mahalanobis distance based on the number of independent 
variables. Table 6.14 summarises some of the key values of the Mahalanobis 
distance.
Table 6.14: Critical values for evaluating Mahalanobis distance values
Number of Independent 
Variables
Critical
Value
2 13.82
3 16.27
4 18.47
1 Number of Independent 
Variables
Critical
Value
20.52
22.46
1 ’ 24.32
Source: Tabachnick and Fidell (2007, Appendix C, Table C.4, p.949)
Based on the given values in Table 6.14, if Mahalanobis values exceed the critical 
value for each number of independent variables then outliers occur (Tabachnick 
and Fidell, 2007). For example, a Mahalanobis value > 13.82 indicates outlier for 
a regression analysis with two independent variables. In this study, Mahalanobis 
distance and Cook's distance values did not detect any outliers, and therefore this 
assumption was not violated.
Assumption VI: Independence of Residuals
Another assumption of regression is that residuals of prediction are independent of 
one another (uncorrelated). This is sometimes described as a lack of 
autocorrelation. Lawrence et al (2009) argue that the validity of a fitted 
regression model becomes highly questionable whenever significant levels of
183
E. Alotaibi__________________________________ Chapter 6: Analysis o f Findings
autocorrelation occur in a set of data. This assumption can be tested with the 
Durbin-Watson test 'd \  which tests for serial correlations between errors. The test 
statistic can vary between 0 and 4. The closer the sample values of W to 2, the 
firmer the evidence that there is no autocorrelation present in the error (Chatterjee 
and Hadi, 2006; Field, 2009). A value greater than 2 indicates a negative 
correlation between residuals, whereas a value below 2 indicates a positive 
correlation. As a very conservative rule of thumb. Field (2009) suggests that V ’ 
values less than 1 or greater than 3 are “definitely case of concern” (p.221). For 
the current study, the Durbin-Watson values indicate that residuals are 
independent of one another with all V ’ values being close to 2 (range between
1.90 and 2.15). Therefore, the assumption of independence of residuals was met.
From all the above, it can be concluded that none of the regression assumptions 
have been violated in this study. In the next section, assumption tests will be 
presented before any regression analysis.
6.6.2 Hypotheses Testing
As discussed in chapter five, the study hypotheses were developed based on the 
conceptual model which suggested that sociality communication and 
competence/task-related helpfulness were the two dimensions of interaction 
quality in the hospitality service encounter. However, the findings of the factor 
analysis revealed that personal connection and task-related aspects are the two 
dimensions of interaction quality. The findings showed that courteous expressions’ 
dimension (which was a dimension of sociality communication) has merged with 
competence and task-related helpfulness to form a new dimension called "lask-
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related aspects”, while items that measure “personal connection” dimension 
loaded together on a single factor. Figure 6.15 shows the updated model 
according to the findings of the factor analysis.
Figure 6.15: Updated Model
Antecedents Interaction Quality
H 1+
Personal Connection
H 3+
Task-related aspectsH 2+
H 4+
Customer-employee
congruence
Customer’s responses to 
physical environment
Courteous E xpressions
Task-related helpfulness
Competence
Consequence
After updating the study model (Figure 6.15), the study hypotheses were also 
modified to include the new extracted dimensions (personal connection and task- 
related aspects). The next section will present and test the modified hypotheses.
6.6.2.1 A ntecedents o f  Interaction Q uality
Hi: A customer’s positive responses to the physical environment will have a 
positive relationship with personal connection
H2: Customer-employee congruence will have a positive relationship with 
personal connection
In this study, the two antecedents of interaction quality, customer’s positive 
responses to the physical environment and customer-employee congruence, were 
proposed to be positively related to personal connection. These hypotheses will be
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tested using multiple regression analysis. Prior to running this analysis, all the 
regression assumptions were examined and none of them were violated. Table 
6.15 provides the results of the assumptions tests.
Table 6 .15: Regression Model: Assumptions Checked
Assumptions Dependent Variable:
Personal Connection
Test Type Criteria For this study
Ratio of cases to IVs N> 104 + m* 107 318
Normality
Skewness and 
Kurtosis
-I to +1 Normal 
(Table 6.13)
Normal P-P 
plots and 
Histograms
visually assessed
Normal 
(Figures 6.11 -  
6.14)
Multicollinearity
CRPE**
VIF VIF < 10 1.456
Tolerance Tolerance >0.10 .687
IC**
VIF 1.525
Tolerance .656
PS**
VIF 1.457
Tolerance .686
Outliers
Mahalanobis
Distance
Mahal. < 16.27 0 case
Cook’s
Distance
Cook < 1 0 case
Independence of Residual Durbin-
Watson
1 to 3 2.18
*m: The number of IVs; **CRPE: Customer’s Responses to Physical Environment; IC: 
Interpersonal Congruency; PS: Perceived Similarity
Having tested the model assumptions and provided that all assumptions are met 
(Table 6.15), the next step is to run the multiple regression analysis. Table 6.16 
presents the findings of the analysis.
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Table 6.16: Multiple Regression of Interaction Quality Antecedents on Personal Connection
Independent Variables Dependent Variable:
Personal Connection
Beta t* P
Value
Adjusted
R^
I
Ratio
Customer’s responses to the physical 
environment
.26 4.25 .000 .17 22.19
Customer-employee
congruence
Interpersonal
congruency
-.092 -1.45 .149 .17 22.19
Perceived similarity .28 4.54 .000 .17 22.19
Overall .18 2.91 .000 .14 26.59
*P<0.01
Table 6.16 displays the standardised regression coefficients (p), the significance 
level associated with the beta coefficient, the adjusted R ,^ and the statistical 
significance of the overall regression models (F-ratio). As the above results show, 
customer’s responses to the physical environment is significantly related to 
personal connection (P = 0.26, t = 4.25, P  < 0.01, = 0.17, F = 22.19). These
findings support hypothesis 1 where customer’s positive responses to the physical 
environment was found to predict 17 % of the variability in personal connection.
Referring to Table 6.16, the results showed different findings regarding the two 
dimensions of customer-employee congruence. Although perceived similarity was 
a significant predictor of personal connection (p = 0.28, t = 4.54, P  < 0.01, R  ^= 
0.17, F = 22.19), interpersonal congruency was insignificant (p = -0.092, t = -1.45, 
P  > 0.01, R^  = 0.17, F = 22.19). Nevertheless, the overall model’s findings support 
the positive relationship between customer-employee congruence and personal 
connection (p = 0.18, t = 2.91, P  < 0.01, R^  = 0.14, and F = 26.59). Therefore, 
hypothesis 2 is accepted.
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Hs: A customer’s positive responses to the physical environment will have a 
positive relationship with task-related aspects
H4: Customer-employee congruence will have a positive relationship with 
task-related aspects
The two antecedents of interaction quality (customer’s positive responses to the
physical environment and customer-employee congruence) were also proposed to
have positive relationships with task-related aspects in this study. Therefore,
multiple regression analysis was performed to test these relationships. Results
from evaluations of regression assumptions revealed that the data have met all the
assumptions, and therefore the multiple regression analysis is ready to be run.
Table 6.17 and Table 6.18 display the results of the assumptions tests and the
multiple regression analysis respectively.
Table 6.17: Regression Model: Assumptions Checked
Assumptions Dependent Variable:
Task-Related Aspects
Test Type Criteria For this study
Ratio of cases to TVs N> 104 + m* 107 318
Normality
Skewness and 
Kurtosis
-1 to +1 Normal 
(Table 6.13)
Normal P-P 
plots and 
Histograms
visually assessed
Normal 
(Figures 6.11 -  
6.14)
Multicollinearity
CRPE**
VIE VIF < 10 1.456
Tolerance Tolerance >0.10 .687
IC**
VIF 1.525
Tolerance .656
PS**
VIF 1.457
Tolerance .686
Outliers
Mahalanobis
Distance
Mahal. < 16.27 0 case
Cook’s
Distance
Cook < 1 0 case
Independence of Residual Durbin-
Watson
1 to 3 2.02
*m: The number of I Vs; **CRPE: Customer’s Responses to Physical Environment; IC: Interpersonal 
Congruency; PS: Perceived Similarity.
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Table 6.18: Multiple Regression of Interaction Quality Antecedents on Task-Related Aspects
Independent Variables Dependent Variable:
Task-Related Aspects
Beta
(P
t* P
Value
Adjusted F
Ratio
Customer’s responses to the physical 
environment
.57 13.07 .000 .60 160.13
Customer-employee
congruence
Interpersonal
congruency
.23 5.31 .000 .60 160.13
Perceived
similarity
.12 2.83 .005 .60 160.13
Overall .13 7.31 .000 .60 242.00
* P<0 .01
As Table 6.18 shows, customer’s positive responses to the physical environment is 
a significant predictor of task-related aspects (P = 0.57, t = 13.07, P  < 0.01, R  ^= 
0.60, F = 160.13). The findings revealed that customer’s positive responses to the 
physical environment makes a great contribution to task-related aspects, 
supporting hypothesis 3.
Results fi'om Table 6.18 show also that the two dimensions of customer-employee 
congruence are significantly related to task-related aspects. Of these two 
dimensions, interpersonal congruency makes the largest contribution (p = 0.23, t = 
5.31, P  < 0.01, R  ^ = 0.60, F = 160.13), although perceived similarity made a 
statistically significant contribution (p = 0.12, t = 2.83, P  < 0.01, R  ^= 0.60, F = 
160.13). Overall, the positive relationship between customer-employee 
congruence and task-related aspects was supported (P = 0.31, t = 7.31, P  < 0.01, R^  
= 0.60, and F = 242.0). Following from this, hypothesis 4 is accepted.
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However, the high association between customer-employee congruence and task- 
related aspects compared to that between customer-employee congruence and 
personal connection indicates a possible mediation effect of task-related aspects on 
the relationship between customer-employee congruence and personal connection. 
This will be examined in the next section.
6.6.2.3 Consequence of Interaction Quality
HS: Personal connection will have a positive relationship with encounter 
satisfaction.
H6: Task-related aspects will have a positive relationship with encounter 
satisfaction.
According to the conceptual model, encounter satisfaction is a consequence of 
interaction quality. Therefore, the two dimensions of interaction quality, personal 
connection and task-related aspects, were proposed to have positive relationships 
with encounter satisfaction. Multiple regression analysis was performed to test 
these relationships. Before conducting this analysis, all the regression assumptions 
were checked and none of them were violated. The results of regression 
assumptions tests are shown in Table 6.19, followed by the results of regression 
analysis in Table 6.20.
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Table 6.19: degression Model: Assumptions Checked
Assumptions Dependent Variable:
Encounter Satisfaction
Test Type Criteria For this study
Ratio of cases to I Vs N> 104 + m* 106 318
Skewness and 
Kurtosis
-1 to +1 Normal 
(Table 6.13)
Normality Normal P-P 
plots and 
Histograms
visually assessed
Normal 
(Figures 6.11 -6.14)
PC** VIF VIF <10 1.198
Multicollinearity Tolerance Tolerance >0.10 .834
TRA** VIF 1.198
Tolerance .834
Outliers
Mahalanobis
Distance
Mahal. <16.27 0 case
Cook’s
Distance
Cook < 1 0 case
Independence of Residual Durbin-
Watson
1 to 3 1.91
*m: The number of IVs; **PC: Personal Connection; TRA: Task-re ated aspects.
Table 6. 20: Multiple Regression of Interaction Quality on Encounter Satisfaction
Independent Variables Dependent Variable:
Encounter Satisfaction
Beta
(P)
t* P
Value
Adjusted F 
R^  Ratio
Interaction
Quality
Personal Connection .16 4.47 .000
.66 304.56
Task-Related
Aspects
.73 20.36 .000
Overall .79 22.857 .000 .62 522.45
< 0.01
The findings from Table 6.20 provide strong support for the significant influence 
of the two dimensions of interaction quality over the encounter satisfaction. As the 
model shows, 66% of the variance in encounter satisfaction is predicted by 
interaction quality. Task-related aspects make the greatest contribution (p = 0.73, t 
= 20.36, P  < 0.01, R^  = 0.66, F = 304.56), as compared to personal connection (p =
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0.16, t = 4.47, P  < 0.01, = 0.66, F = 304.56). These findings support hypotheses
5 and 6 as the two dimensions of interaction quality were positively associated 
with encounter satisfaction.
6.6.3 Model Testing and Verification
The conceptual model in this study proposed that interaction quality mediates the 
relationships between its antecedents and consequence. Meaning that the 
relationship between customer’s responses to physical environment and encounter 
satisfaction is mediated by personal connection and task-related aspects. Likewise, 
the relationship between customer-employee congruence and encounter 
satisfaction is also mediated by personal connection and task-related aspects. In 
addition, there is a possible mediation effect of task-related aspects on the 
relationship between customer-employee congruence and personal connection
which also needs to be tested. Therefore, this study follows the causal steps
methods proposed by Baron and Kenny (1986) in order to test these mediation 
effects. The causal steps methods involve several regression analyses where 
significance of the coefficients is examined at each step. According to Baron and 
Kenny (1986), a variable is confirmed as a mediator if:
1: There is a significant relationship between the independent
variable and the dependent variable.
2: There is a significant relationship between the independent 
variable and the mediator variable.
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3: There is a significant relationship between the mediator variable 
and the dependent variable.
4: After including the independent, the mediator, and the dependent variables in 
the same equation, if the relationship between the independent variable and the 
dependent variable goes to zero, then mediation is said to be perfect (full or 
complete); if the relationship diminishes, but not to zero, then mediation is said 
to be partial.
Following Baron and Kenny’s procedures, a series of analyses were conducted to 
test whether or not interaction quality mediates the relationships between 
customer’s responses to physical environment and encounter satisfaction. First, the 
relationship between customer’s responses to physical environment and encounter 
satisfaction was tested. Then, the relationship between customer’s responses to 
physical environment and interaction quality was assessed too. Table 6.21 displays 
the findings of steps 1 and 2.
Table 6.21: Regression Model Statistics: Independent, Mediating and Dependent Variables
Independent Variable Mediating Variable Dependent Variable
Interaction Quality Encounter Satisfaction
Beta
(P)
t* P
Value
Adj. F
Ratio
Beta
(p)
t* P
Value
Adj.
R^
F
Ratio
Customer’s responses 
to physieal environment .69 17.15 .000 .48 293.97 .69 17.07 .000 .48 291.33
*P<0.01
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Table 6.21 shows that customer’s responses to physical environment has a 
significant, positive relationship with encounter satisfaction (p = 0.69, t = 17.07, 
P< 0.01, = 0.48, F = 291.33). This confirms the first step of Baron and Kenny’s
procedures.
The second step is to confirm the relationship between customer’s responses to 
physical environment and interaction quality (the mediator). The findings in Table 
6.21 provide support to the significant relationship between customer’s responses 
to physical environment and interaction quality (P = 0.69, t = 17.15, P< 0.01, R  ^= 
0.48, F = 293.97).
As the results of testing hypotheses 5 and 6 showed, the relationship between 
interaction quality and encounter satisfaction (Step 3) was significant (p = 0.79, t 
= 22.857, P< 0.01, R  ^= 0.62, F = 522.45). Therefore, the next step is to test the 
relationship between customer’s responses to physical environment and encounter 
satisfaction after the effect of interaction quality is controlled for. Before 
conducting this test, the regression assumptions were examined and none of them 
were violated. Table 6.22 highlights the regression assumptions, while Table 6.23 
presents the findings of the regression analysis.
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Table 6. 22: Regression Model: Assumptions Checked
Assumptions Dependent Variable:
Task-Related Aspects
Test Type Criteria For this study
Ratio of cases to TVs N> 104 + m* 106 318
Normality
Skewness and 
Kurtosis
-1 to +1 Normal 
(Table 6.13)
Normal P-P 
plots and 
Histograms
visually assessed
Normal 
(Figures 6.11-6.14)
Multicollinearity
CRPE**
VIF VIF < 10 1.712
Tolerance Tolerance >0.10 .584
IQ**
VIF 1.712
Tolerance .584
Outliers
Mahalanobis
Distance
Mahal. < 16.27 0 case
Cook’s
Distance
Cook < 1 0 ease
Independence of Residual Durbin-
Watson
1 to 3 1.93
*m: The number of IVs; **CRPE: Customer’s Responses to Physical Environment; IQ: 
Interaction Quality
Table 6. 23: Regression Model Statistic: Mediating Test
Variables Dependent Variable
Encounter Satisfaction
Beta
(P)
t* P
Value
Adjusted
R^
F
Ratio
Customer’s responses to 
physical environment
.27 6.15 .000
.66 310.54
Interaction Quality .52 13.12 .000
*P < 0 .0 1
Although the relationship between customer’s responses to physical environment 
and encounter satisfaction was still significant when the effect of interaction 
quality was controlled for (Table 6.23), it has been hugely diminished (P = 0.27, 
t = 6.15, P<0.01, R^  = 0.66, F = 310.54). Hence, it is clear that interaction quality
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partially mediates the effect of customer’s responses to physical environment on 
encounter satisfaction.
Following the same four steps, another series of analyses were conducted to test 
whether or not interaction quality mediates the relationships between customer- 
employee congruence and encounter satisfaction. Table 6.24 summarises steps 1 
and 2.
Table 6. 24: Regression Model Statistics: Independent, Mediating and Dependent 
Variables
Independent Variable Mediating Variable Dependent Variable
Interaction Quality Encounter Satisfaction
Beta
(P)
t* P
Value
Adj. F
Ratio
Beta
(p)
t* P
Value
Adj.
R^
F
Ratio
Customer-employee
congruence .55 11.77 .000 .30 138.63 .60 13.27 .000 .36 176.09
*P<0.01
As Table 6.24 shows, customer-employee congruence is significantly and 
positively associated with encounter satisfaction (p = 0.60, t = 13.27, P< 0.01,
= 0.36, F = 176.09). Moreover, there is a significant, positive relationship 
between customer-employee congruence and interaction quality (P = 0.55, t =
11.77, P<0.01, R" = 0.30, F =138.63).
The final step is to examine the relationship between customer-employee 
congruence and encounter satisfaction when interaction quality is included in the 
equation. Regression assumptions tests revealed that all the assumptions were 
met. Table 6.25 and Table 6.26 display the regression assumption tests and the 
regression analyses respectively.
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Table 6. 25: Regression Model: Assumptions Checked
Assumptions Dependent Variable:
Task-Related Aspects
Test Type Criteria For this study
Ratio of cases to IVs N> 104 + m* 106 318
Normality
Skewness and 
Kurtosis
-1 to +1 Normal 
(Table 6.13)
Normal P-P 
plots and 
Histograms
visually assessed
Normal 
(Figures 6.11-6.14)
Multicollinearity
CEC**
VIF VIF < 10 1.448
Tolerance Tolerance >0.10 .691
IQ**
VIF 1.448
Tolerance .691
Outliers
Mahalanobis
Distance
Mahal. < 16.27 0 ease
Cook’s
Distance
Cook < 1 0 ease
Independence of Residual Durbin-
Watson
1 to 3 1.94
*m: The number of IVs; **CEC: Customer-employee congruence; IQ: Interaction Quality
Table 6. 26: Regression ;Model Statistie: Mediating Test
Variables Dependent Variable
Encounter Satisfaction
Beta
(P)
t* P
Value
Adjusted F
Ratio
Customer-employee
congruence .23 5.94 .000
.66 307.12
Interaction Quality .57 16.79 .000
< 0.01
The findings from Table 6.26 show that the inclusion of interaction quality in 
the equation resulted in a reduced beta value between customer-employee 
congruence and encounter satisfaction (P = 0.23, t = 5.94, P<0.01, R^  = 0.66, F 
=307.12), thereby partially mediating the relationship between customer- 
employee congruence and encounter satisfaction.
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Following the same steps by Baron and Kenny (1986), additional series of 
analyses were conducted to test the mediation effect of task-related aspects on 
the relationship between customer-employee congruence and personal 
connection. As the results of testing hypotheses 2 and 4 showed, customer- 
employee congruence was significantly associated with both personal connection 
(Step 1) and task-related aspects (Step 2). Therefore, the next steps will include 
testing the relationship between task-related aspects and personal connection 
(Step 3), and then the relationship between customer-employee congruence and 
personal connection when task-related aspects is included in the equation (Step 
4). Before conducting these tests, the regression assumptions were examined and 
none of them were violated. Table 6.27 summarises the regression assumptions, 
while Table 6.28 presents the findings of the regression analysis.
Table 6. 27: Regression Model: Assumptions Checked
Assumptions Dependent Variable:
Task-Related Aspects
Test Type Criteria For this study
Ratio of cases to IVs N> 104 + m* 106 318
Normality
Skewness and 
Kurtosis
-1 to +1 Normal 
(Table 6.13)
Normal P-P 
plots and 
Histograms
visually assessed
Normal 
(Figures 6.11-6.14)
Multicollinearity
CEC**
VIF VIF < 10 1.603
Tolerance Tolerance >0.10 .624
TRA**
VIF 1.603
Tolerance .624
Outliers
Mahalanobis
Distance
Mahal. < 16.27 0 case
Cook’s
Distance
Cook < 1 0 case
Independence of Residual Durbin-
Watson
1 to 3 2.02
*m; The number of IVs 
**CEC: Customer-employee congruence; TRA: Task-related-aspects
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Table 6. 28: Regression Model Statistic: Mediating Test
Variables Dependent Variable
Personal Connection
Beta
(P)
t* P
Value
Adjusted
R^ I
Ratio
Customer-employee
eongruence
.02 .345 .730
.16 31.41
Task-related aspects .42 6.47 .000
*P<0.01
As Table 6.28 shows, there is a significant positive relationship between task- 
related aspects and personal connection (P = 0.42, t = 6.47, P<0.01, R  ^= 0.16, 
F =31.41) which confirms Step 3 of the mediation effect analyses. At the final 
step (Step 4), the relationship between customer-employee congruence and 
personal connection becomes insignificant when the task-related aspects 
dimension is included in the equation as shown in Table 6.28. This means that 
task-related aspects fu lly  mediate the relationship between customer-employee 
congruence and personal connection (Baron and Kenny, 1986). Following from 
all these analyses, the verified model is shown in Figure 6.16.
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Figure 6.16: The Verified Model
Antecedents Interaction Quality 
Direct Path .69 (Adjusted R^=.48)
Consequence
Indirect Path .27 (Adjusted R^=.66)
.26 (4.25) .16(4.47)
CN
.73 (20.36).31 (7.31)
Customer-
employee
congruence
Customer’s 
responses to 
physieal 
environment
Task-related Aspeets 
(60%)
Personal Connection 
(17%)
Encounter
Satisfaction
(69%)
Indirect Path .23 (Adjusted R'=.66) 
Direct Path .60 (Adjusted R^=.36)
The proposed conceptual model was fully supported as shown in Figure 6.16. The 
two antecedents of interaction quality (customer’s responses to physical 
environment and customer-employee congruence) were found to have significant, 
positive relationships with the two dimensions of interaction quality. However, the 
significant relationship between customer-employee congruence and personal 
connection became insignificant after including task-related aspects in the 
equation. This means that task-related aspects fully mediate the relationship 
between customer-employee congruence and personal connection (Baron and 
Kenny, 1986).
Moreover, the two dimensions of interaction quality were significantly and 
positively associated with encounter satisfaction (the consequence). The
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relationships between the two antecedents and encounter satisfaction were 
partially mediated by interaction quality. As Figure 6.16 shows, the direct path 
between customer’s responses to physical environment and encounter satisfaction 
explains 48% of the variance in encounter satisfaction, while the indirect path 
explain 66%. For customer-employee congruence, the direct path with encounter 
satisfaction explains 36% and the indirect path explains 66%. Together, the 
dimensions and the antecedents of interaction quality explain 69% of the variance 
in encounter satisfaction.
6.7 T-TEST AND ANOVA
This study used different demographic and experience-related characteristics in 
order to classify the study’s sample. These characteristics include customer’s 
gender, age group, education level, occupation, household annual income, purpose 
of stay, hotel classification, and number of nights. To compare these different 
groups and to find whether there is a difference between these groups, a series of 
independent sample t-tests and ANOVA tests were conducted. Sections 6.7.1 and 
6.7.2 discuss the findings of these tests.
6.7.1 T-test
In this study, a t-test was used to compare the mean scores of two independent 
samples. The findings of the t-tests indicated that among all the demographic 
variables, gender and purpose of stay were the only variables to yield significant 
impact on interaction quality (including its sub-dimensions) and amount of 
interaction. Table 6.29 summarises the results of the t-tests.
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Table 6. 29: T-test
G E N D E R
Construct / Dimensions Group Mean S.D. t df Sig.
P value
Interaction quality Male 4.46 1.03 3.69 317 .000
Female 4.02 1.10
Task-related aspects * Male 5.57 1.13 2.67 316 .008
Female 5.19 1.39
Personal conneetion * Male 2.67 1.43 4.07 264 .000
Female 2.08 1.08
Customer responses to 
Physical environment
Male 5.27 1.35 .403 317 .687
Female 5.22 1.09
Customer-employee
Congruenee
Male 5.37 1.10 -.399 317 .690
Female 5.42 1.06
Interpersonal congruency * Male 5.59 1.13 -.324 317 .746
Female 5.64 1.12
Perceived similarity * Male 4.17 1.39 -.872 315 .384
Female 4.32 1.51
Encounter satisfaction Male 5.40 1.12 1.61 317 .108
Female 5.17 1.38
Amount of Interaction Male 4.43 1.54 2.97 317 .003
Female 3.91 1.57
PURPOSE OF STAY
Construct / Dimensions Group Mean S.D. t df Sig.
P  value
Interaction quality Business 4.11 1.12 -1.06 305 .288
Leisure 4.27 1.08
Task-related aspects * Business 5.36 1.40 -.056 305 .955
Leisure 5.37 1.24
Personal connection * Business 2.04 1.25 -2.18 305 .030
Leisure 2.45 1.29
Customer responses to 
physical environment
Business 5.23 1.03 -.085 305 .932
Leisure 5.24 1.10
Customer-employee
congruence
Business 5.53 1.10 1.201 305 .231
Leisure 5.36 1.04
Interpersonal congruency * Business 5.78 1.14 1.36 305 .176
Leisure 5.57 1.09
Perceived similarity * Business 4.27 1.49 .072 303 .942
Leisure 4.26 1.44
Encounter satisfaction Business 5.19 1.39 -.677 305 .499
Leisure 5.31 1.22
Amount of Interaction Business 3.98 1.48 -1.09 305 .275
Leisure 4.22 1.56
Dimensions 
I Groups are significantly different
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As shown in Table 6.29, male respondents’ rating of interaction quality was 
significantly higher than females’ rating (M= 4.46 for males and M= 4.02 for 
females). At the dimensional level, men’s evaluation of task-related aspects was 
higher (M= 5.57) compared to their evaluation of personal connection or the 
‘relational aspects’ (M= 2.67). Similarly, the P  value indicated a significant 
difference between male and female in term of the amount of interaction. Men 
tend to spend more time in interacting with service employees (M= 4.43) 
compared to women (M= 3.91).
The results concerning the purpose of stay revealed a significant difference 
between business and leisure customers (see Table 6.29). In particular, the two 
groups were significantly different in their evaluation of personal connection. 
Customers who stayed for a leisure purpose perceived more personal connection 
with the service employees (M= 2.45) than customers who stayed for a business 
purpose (M= 2.04).
6.7.2 ANOVA Test
The current study employed an ANOVA test in order to compare means between 3 
or more groups (e.g. age group, educational level, occupation, annual income, 
hotel classification and number of nights). The findings of the ANOVA tests 
indicated that hotel classification was the only variable to yield significant impact 
on some of the study variables. This study compared 3, 4, and 5 star hotels. Table 
6.30 presents the outcomes of the ANOVA t-tests.
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Table 6. 30: ANOVA Test
HOTEL CLASSIFICATION
Construct / Dimensions Group Mean S.D. df F Sig.
P value
Interaction quality 3 Star 4.19 1.22 304 .386 .680
4 Star 4.25 .995
5 Star 4.36 .846
Task-related aspects * 3 Star 5.28 1.39 304 1.56 .212
4 Star 5.40 1.17
5 Star 5.67 .978
Personal connection * 3 Star 2.37 1.26 304 .457 .633
4 Star 2.39 1.37
5 Star 2.18 1.11
Customer responses to 
physieal environment
3 Star 5.01 1.02 304 8.91 .000
4 Star 5.39 1.09
5 Star 5.72 .867
Customer-employee
congruence
3 Star 5.47 .962 304 .250 .779
4 Star 5.39 1.13
5 Star 5.37 .935
Interpersonal congruency
*
3 Star 5.68 .977 304 .123 .885
4 Star 5.63 1.18
5 Star 5.61 .997
Perceived similarity * 3 Star 4.37 1.41 302 .465 .629
4 Star 4.22 1.47
5 Star 4.19 1.50
Encounter satisfaction 3 Star 5.16 1.39 304 2.27 .105
4 Star 5.31 1.14
5 Star 5.62 1.01
Amount of interaction 3 Star 3.99 1.56 304 4.38 .013
4 Star 4.13 1.59
5 Star 4.79 1.39
*: Dimensions
■ Groups are signifieantly different
As Table 6.30 shows, significant differences exist between the 3, 4, and 5 star 
hotels in term of customer’s responses to physical environment and amount of 
interaction. For customer’s responses to physical environment, the mean scores 
for the 3, 4, and 5 star hotels are 5.01, 5.39, and 5.72 respectively. Similarly, the 
mean scores for the amount of interaction are 3.99, 4.13, and 4.79 in the 3, 4, 
and 5 star hotels.
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6.8 CONCLUSION
This chapter presented the findings of the quantitative data. The data were collected 
from the general UK population. A total of 4,500 respondents were targeted based on 
their frequent travel patterns. 1,500 questionnaires were sent by post and the remaining 
3,000 were sent via email. A total of 319 usable questionnaires were returned either 
online or by post. The respondents’ age ranged between 60 and above (32.5%), 50-59 
age group (24.6 %), 40-49 (18%), and 30-39 (16.1%). 55% of the sample were female 
and 45% male. Almost 50% of the respondents hold a university degree and a wide 
range of occupations were represented in the sample.
The findings of the factor analysis and reliability tests confirmed that all the study 
constructs are valid and reliable. Task-related aspects and personal connection were the 
two extracted dimensions of interaction quality that showed good internal consistency. 
For customer-employee congruence, the findings of the factor analysis revealed two 
dimensions, namely interpersonal congruency and perceived similarity, with both of 
them having alpha coefficient ‘a ’ > 0.70. Moreover, the reliability analyses of 
customer’s responses to physical environment and encounter satisfaction showed that 
they had good internal consistency.
Multiple regression analyses were then performed to test the relationships between 
interaction quality and its antecedents, and then between interaction quality and its 
consequence. The findings of the regression analyses supported all the six hypotheses. 
Specifically, the two antecedents of interaction quality (customer’s responses to 
physical environment and customer-employee congruence) had positive relationships
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with the two dimensions of interaction quality. However, the relationship between 
customer-employee congruence and personal connection was fully mediated by the 
task-related aspects.
Moreover, the two dimensions of interaction quality were significantly and positively 
associated with encounter satisfaction. Task-related aspects made the largest 
contribution to explaining encounter satisfaction. The relationships between the two 
antecedents and encounter satisfaction were partially mediated by interaction quality. 
As Figure 6.16 has shown, the direct path between customer’s responses to physical 
environment and encounter satisfaction explains 48% of the variance in encounter 
satisfaction, while the indirect path explain 66%. For customer-employee congruence, 
the direct path with encounter satisfaction explains 36% and the indirect path explains 
66%.
Finally, a series of t-tests and ANOVA tests were conducted to check whether or not the 
dimensions and constructs were influenced by any of the customers’ demographic and 
experience-based characteristics. The findings of the t-tests suggested that differences 
exist between men and women in term of interaction quality and amount of interaction. 
Similarly, there was a significant difference between business customers and leisure 
customers in term of their perception of the personal connection with the service 
employees. Furthermore, the ANOVA tests showed that customer’s responses to 
physical environment and amount of interaction were significantly different across the 
three different hotel categories.
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CHAPTER SEVEN
DISCUSSION AND CONCLUSION
7.0 INTRODUCTION
This chapter discusses the study findings presented in chapter six. It starts with a 
review of the research findings in section one and a discussion of the findings in 
the context of the literature review in section two. This is followed in section three 
by a discussion of the research objectives and how they were achieved. Section 
four points to the contributions of the findings to theory, while section five 
highlights the managerial and practical implications of these findings. Finally, 
section six acknowledges the limitations of the study and the suggested direction 
for future research.
7.1 REVIEW OF THE FINDINGS
Several important findings emerged from this study. First, the findings of this 
study supported the social nature of the hospitality service encounter and the 
multidimensionality of interaction quality. Task-related aspects and personal 
connection were the two extracted dimensions of interaction quality. The former 
captured the core task while the latter dealt with the social (relational) aspects of 
service interaction.
Second, the findings also indicated that customer-employee interaction is critical 
for customer satisfaction (encounter satisfaction). Both interaction quality
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dimensions task-related aspects and personal connection had significant positive 
relationships with encounter satisfaction (66% of the variance in encounter 
satisfaction is predicted by interaction quality). Task-related aspects made the 
greatest contribution (P = 0.73, t = 20.36, P  < 0.01, = 0.66, F = 304.56), as
compared to personal connection (P = 0.16, t = 4.47, P  < 0.01, = 0.66, F =
304.56).
The third significant finding which emerged from this study is that a customer’s 
positive responses to the physical environment were proved to be a significant 
antecedent of interaction quality. Customer’s positive responses to the physical 
environment were a significant predictor of both task-related aspects (P = 0.56, t = 
13.07, P  < 0.01, R^ = 0.60, F = 160.13), and personal connection (p = 0.26, t =  
4.25, P  < 0.01, R" = 0.17, F = 22.19).
Another significant finding is that customer-employee congruence was found to 
be a significant antecedent of interaction quality. Moreover, the study findings 
confirmed the multidimensionality of customer-employee congruence. The scale 
developed for measuring customer-employee congruence of hotel customers was 
successfiil in capturing the theorised dimensions of the concept. Consistent with 
the conceptual framework, two dimensions were found to be valid and reliable, 
namely: interpersonal congruency and perceived similarity. Interpersonal 
congruency is the customer’s perception of the degree of consistency between his 
own views about himself and the way in which he was treated by service 
employee/s. The second dimension, perceived similarity, is the degree of match or 
similarity between the customer’s self-concept and service employee’s image. The
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findings revealed that both dimensions are significant predictors of interaction 
quality. Overall, customer-employee congruence has significant positive 
relationships with task-related aspects (p = 0.31, t = 7.31, P  < 0.01, = 0.60, F =
242.0), and personal connection (P = 0.18, t = 2.91, P  < 0.01, R  ^= 0.14, F = 
26.595). However, the significant relationship between customer-employee 
congruence and personal connection became insignificant after including task- 
related aspects in the equation. According to Baron and Kenny’s (1986) 
procedure, this means that task-related aspects fully mediate the relationship 
between customer-employee congruence and personal connection.
Finally, this research adopted the causal steps’ methods proposed by Baron and 
Kenny (1986) in order to check whether or not interaction quality mediates the 
relationships between its antecedents and consequence. The findings revealed that 
interaction quality partly mediates the relationship between a customer’s responses 
to the physical environment and encounter satisfaction (p = 0.27, t = 6.15, 
P  < 0.01, R  ^= 0.66, F = 310.54). Likewise, interaction quality partly mediates the 
relationship between customer-employee congruence and encounter satisfaction 
(P = 0.23, t = 5.94, P  < 0.01, R" = 0.66, F = 307.12).
7.2 DISCUSSION OF FINDINGS
7.2.1 Exploring Interaction Quality Dimensions in the 
Hospitality Service Encounter
The essence of this study is that hospitality service encounters are first and 
foremost social encounters, and they are subject to all of the structural and 
dynamic factors that influence social interaction in general (McCallum and
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Harrison, 1985). Although service encounters are goal oriented, task related, 
limited in scope, and with the roles of the customer and server well defined, they 
are also -  like any other social interaction -  a result of ritualistic behaviour 
(Solomon et ah, 1985). Essentially, the service encounter has been defined as a 
social interaction involving one human being interacting with another (Czepiel et 
al., 1985). Therefore, social and interpersonal skills of the service exchange are so 
important in the hospitality industry because customers can easily determine 
whether they have received good service when they use interpersonal social 
treatment as an indicator (Sparks and Weber, 2008).
The current study developed a new scale to measure interaction quality in 
hospitality service encounters that takes into account the social nature of the 
service encounter (relational aspects) as an important element of interaction 
quality alongside the cognitive aspects of the interaction. Following the traditional 
methods of scale development, this study started with reviewing the literature, 
evaluating current measures and identifying limitations of the existing scales. This 
was followed by a series of semi-structured qualitative interviews to clarify the 
concept and to ensure the new scale captures all aspects of interaction quality. The 
findings of the qualitative interviews suggested that the dimensions identified in 
the literature review were indeed highlighted by the interviewees. Moreover, task- 
related helpfulness was a new dimension that emerged from the preliminary 
qualitative interviews. The literature review and the in-depth interviews led to the 
belief that there are two main dimensions of interaction quality in hospitality 
service encounters, namely: sociality communication and competence/task-related
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helpfulness. Sociality communication refers to the social content of the interaction 
and the manner in which service employees relate to customers as individuals. 
More specifically, the sociality construct examines the interpersonal or relational 
exchanges that occur between service provider and customer (Koermer, 2005). 
The Sociality Communication Scale was derived from the Service Provider 
Sociality Scale (Koermer, 2005; Koermer et al., 1996; Koermer et al., 2000; 
Koermer et al., 2003; Koermer and Kilbane, 2008; Koermer and McCroskey, 
2006) which has two sub-dimensions: courteous expressions and personal 
connection. On the other hand, competence/task-related helpfulness focuses on the 
core tasks. Items that measure competence/task-related helpfulness were derived 
from the Retail Service Quality Scale (RSQS) (Dabholkar et al., 1996), and 
employee helpfulness scale (White and Schneider, 2000). These items were then 
supplemented through the qualitative data collected as part of this research.
To validate the new scale for the hospitality service encounter, a principal 
components’ factor analysis was employed. This resulted in a two-factor structure, 
namely: task-related aspects and personal connection (see Table 6.3). While items 
that measure the personal connection dimension matched with the original scale of 
sociality communication (Koermer, 2005), the courteous expressions’ dimension 
(which was a dimension of sociality communication) merged with competence and 
task-related helpfulness to form a new dimension {task-related aspects). Although 
this study provides different conceptualisations and dimensions of interaction 
quality, the two extracted dimensions are consistent with previous studies that 
supported the dual dimensions of interaction quality (e.g. Clark and Mills, 1993; 
Goodwin and Gremler, 1996; Gutek, 1995; 2000; Gutek et al., 1999; Sheth, 1976).
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Reliability analysis of the two extracted dimensions, using Cronbach’s alpha 
coefficient (a), showed that the ‘a ’ value has exceeded the minimum 
recommended internal consistency threshold (alpha coefficient > 0.70) and were 
therefore deemed reliable (Churchill, 1979; Nunnally and Bernstein, 1994). 
Cronbach’s alpha coefficient ‘a ’ was 0.97 for the task-related aspects’ dimension 
and 0.91 for the personal connection dimension. The overall reliability of the 
Interaction Quality Scale was 0.95 (see Table 6.5).
Given the high levels of interpersonal interaction that characterise the service 
delivery process, service encounters are viewed as complex social interactions that 
encompass complex multidimensional processes of social and economic 
interactions, with the balance between the dimensions varying according to the 
specific service setting (Gabbott and Hogg, 1998). As a consequence of its 
complexity, there have been several attempts to conceptualise and define 
interaction quality (e.g. Bitner et al., 1990; Gremler and Gwinner, 2000; Gutek, 
1995, 2000; Gutek et al., 1999; Lacobucci, 1998; Price et al., 1999; Solomon et al., 
1985). A common dichotomy in this extant body of research, however, can be 
observed between two types of interaction: a basic type and a more extensive type. 
The distinction between the two types is best captured by Gutek and her 
colleagues (Gutek, 1995, 2000; Gutek et al., 1999) who talk of two basic forms of 
interaction encounter and relationships. Encounters are interactions between two 
strangers, while relationships are recurring interactions between customers and 
service providers who actually come to know each other on a more personal level. 
Similarly, Ford (2001) -  who examined customer expectations for interactions 
with service providers -  found that customers have different expectations for
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‘relationships’ versus ‘encounters’, and for personalised service in varied service 
contexts. The findings of Ford’s study further suggest that customers have distinct 
social expectations and time-use expectations that coincide with their expectations 
for relationships or encounters and personalised service. Price et al. (1995) 
suggested a continuum between transactional (encounters) and interpersonal 
relationships, proposing a model of three dimensions for service interactions: 
duration of interaction, affective content and spatial proximity among participants. 
Connecting this model to Gutek’s model, interactions that are short and 
unemotional can be defined as transactional (encounter) and interactions that have 
some continuity, and involve emotion and intimacy can be defined as 
relationships. During encounters (brief interaction between strangers), individuals 
are concerned about completing the task, while in relationships (recurring 
interactions), social belonging and mutual responsiveness to one’s needs are more 
important (Clark and Mills, 1993).
In light of the above classification of service interactions (encounter versus 
relationship), it has been argued that global measures of interaction quality cannot 
distinguish between the two identified types of interaction (the encounter and the 
relationship) and, therefore, may not provide the details necessary to assess the 
strength and weakness of a relationship (e.g. Williams et al., 1999). In particular, 
they may fail to take account of the uniqueness and the realities of specific 
relationships (Rosen and Supemant, 1998). According to Williams et al. (1999), 
when measures focus only on specific transactions, they may fail to take into 
account the on-going nature of service relationships that are based upon repeated 
encounters. Furthermore, empirical studies have questioned the dimensionality of
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existing scales (e.g. SERVQUAL) in hospitality service encounters (Ekinci et al., 
1998; Getty and Thompson, 1994; Saleh and Ryan, 1991). Therefore, the current 
scale bridges these gaps in the literature by confirming the multidimensionality of 
interaction quality in service encounters and by enhancing the understanding of 
the different types of interaction.
After confirming the validity and the reliability of the study constructs, the scores 
for interaction quality and for the two extracted dimensions were summed. The 
overall mean score of interaction quality was M =  4.22 with S.D. = 1.09, which 
means that customers, overall, are happy with the level of interaction they had 
with the service employees. The mean score for the task-related aspects was 
M = 5.36 with S.D. = 1.29. This indicates that customers perceived the service 
employees as being competent, helpful and courteous. Unlike task-related aspects, 
personal connection has a very low mean score (M = 2.34, S.D. = 1.29). It could 
be that the nature of those interactions did not allow for a personal connection to 
develop because they were single exchanges rather than relationship exchanges 
(Gutek, 1995).
This study used different demographic and experience-related characteristics in 
order to classify the study’s sample. These characteristics include the customer’s 
gender, age group, education level, occupation, household annual income, purpose 
of stay, hotel classification, number of nights and amount of interaction. To 
compare these different groups and to find whether there is a difference between 
these groups, a series of independent sample t-tests and ANOVA tests were
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conducted. The findings of ANOVA tests showed no difference between the 
different groups in terms of interaction quality and its sub-dimensions.
The findings of the t-tests indicated that among all the demographic variables, 
gender and purpose of stay wdre the only variables to yield a significant impact on 
interaction quality and its sub-dimensions. Overall, male respondents’ rating of 
interaction quality was significantly higher than females’ rating (M = 4.47 for
males and M = 4.02 for femàles). At the dimensional level, males’ evaluation of
%■
task-related aspects was high!(M =5.57) compared to their evaluation of personal 
connection or the ‘relational aspects’ (M = 2.66). These findings are consistent 
with previous research that found male customers were more sensitive to core 
service rather than to the relational aspects (e.g. Albert et al., 2011; Gilligan, 1982; 
lacobucci and Ostrom, 1994; Mattila et al., 2003). “Compared with women, men 
are more outcome focused, and therefore they want the efficient service more than 
they want the smile” (Mattila et al., 2003, p. 141).
Moreover, the findings of the t-tests revealed that women gave lower ratings to
personal connection ‘relational aspects’ (M = 2.08) compared to the task-related
'1
aspects (M = 5.19). This may be due to their emotional nature and high sensitivity
to relational aspects. Women, in general, are more expressive and receptive to
emotional communication (Sprecher and Sedikides, 1993). In a service encounter,
women tend to pay more attention to the relational aspects of interpersonal
*
encounters. They were found to have higher expectations for the relational aspects 
of the service encounter compared to male customers (Albert et al., 2011). Hence,
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females in the current study may well have given lower ratings of personal 
connection due to their higher relational and emotional expectations.
In addition, the results concerning the purpose of stay revealed a significant 
difference between business and leisure customers. In particular, the two groups 
were significantly different in terms of their evaluation of the personal connection. 
Customers who stayed for a leisure purpose perceived more personal connection 
with the service employees (M = 2.45) than customers who stayed for a business 
purpose (M = 2.04). These findings support previous research that found 
differences between business and leisure customers in terms of their evaluation of 
the service attributes. For example, unlike business customers, who prefer a 
prompt and courteous service (e.g. Knutson, 1988), leisure customers are more 
concerned about interactions that include personal attention and feelings of safety 
and security (Parasuraman et al., 1988), which then promote and develop a 
personal connection with the service employees (Gremler and Gwinner, 2000; 
Koermer, 2005).
7.2.2 Relationships between Interaction Quality and Its 
Antecedents
This study hypothesised that a customer’s responses to the physical environment 
and customer-employee congruence are two key antecedents of interaction 
quality. The findings revealed that both antecedents are positively and 
significantly associated with the two dimensions of interaction quality. The next 
sub-sections will discuss these relationships in more detail.
217
E. Alotaibi_____________________________ Chapter 7; Discussion and Conclusion
7.2.2.1 Customer’s responses to the physical environment
In line with Bitner's (1992) servicescape framework, the current study views a 
customer’s responses to the physical environment as an antecedent of the social 
interaction between customer and employee. According to Bitner (1992), both 
customers and employees respond to their environment cognitively, emotionally 
and psychologically. These internal responses then influence the behaviour of 
customers and employees, as well as affect their social interaction. In Bitner’s 
opinion, the perceived physical environment (servicescape) does not directly cause 
people to behave in certain ways; rather, their perceptions of the environment lead 
to certain beliefs, emotions and physiological sensations (internal responses), 
which in turn influence their approach-avoidance behaviours toward that 
environment. Therefore, the present study hypothesised that customer’s positive 
responses (cognitive, emotional and physiological) to the physical environment 
have positive relationships with the two dimensions of interaction quality. The 
assumptions are that the physical environment will affect customers and 
employees and that they will behave in certain ways depending on their response 
‘reaction’ to the environmental factors (Zeithaml et al., 2009).
To assess the relationship between a customer’s positive responses to the physical 
environment and interaction quality dimensions, the current study employed a uni­
dimensional scale that was adopted from different existing scales (e.g. Brady and 
Baker, 2002; Reimer and Kuehn, 2005; Wakefield and Blodgett, 1996). The 
results of the reliability analysis showed that the scale has good internal 
consistency (the Cronbach’s alpha coefficient ‘a ’ was 0.95). The mean score of
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the scale was M = 5.24 and the standard deviation was S.D. = 1.11. Two items 
within the scale specifically asked about the role of the physical environment in 
encouraging service interaction, thus the high mean score does not only mean that 
customers responded positively to the physical environment, but also it would 
appear that the physical environment facilitated and encouraged the interaction 
between the customers and the service employees.
The principal role that a customer’s responses to their physical environment play 
in influencing interaction quality was affirmed in this study. Specifically, a 
customer’s responses to the physical environment were positively and 
significantly associated with both dimensions of interaction quality. The findings 
of the multiple regression analysis revealed that the customer’s positive responses 
to the physical environment make a great contribution to task-related aspects (p = 
0.56, = 0.60) and personal connection (P = 0.26, R  ^ = 0.17). The results
correspond well with previous studies that emphasised the impact of physical 
environment on interaction quality (Bennett and Bennett, 1970; Bitner, 1992; 
Forgas, 1979; Tomb and McColl-Kennedy, 2003; Zeithaml et al., 2009; Zemke 
and Shoemaker, 2007). Moreover, the higher association between a customer’s 
positive responses to the physical environment and task-related aspects, compared 
to that with personal connection, reinforces the on-going arguments that put 
physical environment at the heart of the service-quality model (e.g. Brady and 
Cronin, 2001; Ekinci et al., 1998; Parasuraman et al., 1988). The most important 
findings that are worth emphasising in this study are the magnitude and the 
direction of the relationship between a customer’s positive responses to the 
physical environment and the interaction quality dimensions. This, of course,
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provides new insight into the existing models of service quality about the nature 
and the direction of the relationships between the physical environment and other 
interpersonal elements of service quality.
As mentioned earlier, the current study conducted a series of independent sample 
t-tests and ANOVA tests in order to compare the different groups in this study. 
The findings indicated significant differences between the 3-, 4- and 5-star hotels 
in terms of the customer’s responses to the physical environment. The mean scores 
for the 3-, 4- and 5-star hotels were 5.01, 5.39 and 5.72, respectively. These 
findings are consistent with previous research, which suggests that “higher 
classified hotels are expected to provide superior customer value through better 
quality of services and facilities as compared to lower classified ones” (Nasutiona 
and Mavondo, 2008, p. 206).
1,1.1.1 Customer-employee congruence
Customer-employee congruence is the second antecedent of interaction quality. It 
refers to the degree of ‘match’ between the customer and the service employee. 
Following an extensive literature review on interpersonal congruency (Backman, 
1988; Backman and Secord, 1962; Secord and Backman, 1964), perceived 
similarity (Churchill et al., 1975; Crosby et al., 1990; Lazarsfeld and Merton, 
1964), self-image congruence (Ekinci and Riley, 2003; Sirgy, 1982, 1997; Sirgy et 
al., 2000), and self-emploÿee congruence (Jamal and Adelowore, 2008), the 
present study defined customer-employee congruence in terms of two dimensions: 
interpersonal congruency and perceived similarity. Interpersonal congruency was 
defined as the extent of agreement between an aspect of a person’s self-concept
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and the behaviour of the other person in the dyad (Backman, 1988; Backman and 
Secord, 1962; Secord and Backman, 1964). In service encounters, interpersonal 
congruency occurs when customers trust that the views of a service employee 
concerning themselves are consistent with their own views about themselves. 
Perceived similarity, on the other hand, refers to “the extent to which a customer 
perceives the service employee’s image as similar to his/her own self-concept” 
(Alotaibi et al., 2010, p. 3).
The Interpersonal Congruency Scale was developed for the purpose of this 
research based on interpersonal congruency theory (Backman, 1988; Backman and 
Secord, 1962; Secord and Backman, 1964), while the Perceived Similarity Scale 
was developed based on self-employee congruence theory (Jamal and Adelowore, 
2008) and the qualitative study conducted for this purpose. The results of the 
factor analysis showed that the two extracted factors conform to this theory. These 
results clearly reflect the conceptualization of each dimension as theorised by the 
study’s conceptual framework. The estimated Cronbachs’ alphas were 0.95 for 
interpersonal congruency and 0.71 for perceived similarity.
The multiple regression analysis showed that customer-employee congruence has 
significant positive relationships with both dimensions of interaction quality. The 
findings support the positive association between customer-employee congruence 
and task-related aspects (p = 0.30, = 0.60) and between customer-employee
congruence and personal connection (p = 0.18, R  ^= 0.14). These findings are in 
line with findings of some previous studies (e.g. Churchill et al, 1975; Crosby et 
al., 1990; Jamal and Adelowore, 2008; Lazarsfeld and Merton, 1964), which argue
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that individuals enjoy the comfort of dealing with others who are similar to 
themselves. Moreover, these findings corroborate the theory of interpersonal 
congruency (Backman, 1988; Backman and Secord, 1962; Secord and Backman, 
1964), which suggests that individuals infer who they are, based on how others 
treat them. The findings revealed that customers feel a heightened level of 
coherence and predictability, whenever they trust that the views of service 
employee/s concerning themselves are consistent with their own views about 
themselves (see also, Swann 1983; Swann, et al., 1992).
Another interesting finding fi*om this study was the mediation effect of the task- 
related aspects on the relationship between customer-employee congruence and 
personal connection. Following Baron and Kenny’s (1986) method to test the 
mediation effect, the current study found that the task-related aspects fully mediate 
the relationship between customer-employee congruence and personal connection. 
This corresponds well with previous research that highlighted the pivotal role of 
the communication style, courteous expressions and interaction enjoyment in 
generating positive social relationships (e.g. Gremler and Gwinner, 2000; 
Hausman and Mader, 2004; Koermer, 2005; Spake et al., 2003).
7.2.3 Relationships between Interaction Quality and Its 
Consequence (Encounter Satisfaction)
In this study, encounter satisfaction is the consequence of interaction quality. The 
■ study defines encbunter satisfaction as a customer’s overall feeling that results
from his/her evaluation of a series of interactions or encounters with a hotel’s
'  * I
employees during a particular experience. This definition is different from
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previous definitions of overall satisfaction (e.g. Bitner and Hubbert, 1994; Oliver, 
1997) or transaction-specific satisfaction (Ekinci et al., 2008), in the sense that it 
focuses on multiple encounters within a single experience, rather than on multiple 
experiences (overall satisfaction) or a single discrete interaction at a service 
encounter (transaction-specific satisfaction). According to Bitner et al. (1990), 
customer dis/satisfaction with interpersonal service encounters is a result of: (1) 
employee response to customer needs and requests; (2) employee response to 
service-delivery failures; and (3) unprompted and unsolicited employee actions. 
Therefore, items that measure encounter satisfaction were adopted from the latest 
version of the SERVQUAL instrument, reported in Zeithaml et al. (2009), to 
capture those behaviours that contribute to customer dis/satisfaction, as identified 
by Bitner et al. (1990). This yielded a 9-item scale with excellent internal 
consistency (a = 0.98).
As anticipated in hypotheses 5 and 6, there was a significant and positive 
relationship between the two dimensions of interaction quality and encounter 
satisfaction. The findings of the current study are consistent with previous research 
that supported the relationship between interaction quality and customer 
satisfaction (e.g. Butcher, 2005; Butcher et al., 2001; Chandon et al., 1997; 
Goodwin and Gremler, 1996; Gremler et al., 2001; Gremler and Gwinner, 2000; 
Price et al., 1995; Schneider, 1980; Sheth, 1976; Winsted, 2000). The findings of 
this study demonstrate that 66% of the variance in encounter satisfaction was 
predicted by the two dimensions of interaction quality. Yet the relative 
contribution of each dimension in affecting encounter satisfaction was not the 
same. Similar to the findings of the original study of sociality communication
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(Koermer, 2005), task-related aspects (which now encompass courteous 
expressions) made the greatest contribution to encounter satisfaction (p = 0.73), as 
compared to personal connection (p = 0.16). A possible explanation for these 
outcomes, in Koermer’s (2005) opinion, could be attributed to a paradigm shift in 
customer service interactions. Koermer suggests that traditional long-term service 
relationships are being replaced with periodic service encounters where the 
customer is exposed to multiple persons. Therefore, “services are increasingly 
being offered with an emphasis on speed and efficiency, and little, if any, attention 
to relationship development between an individual provider and customer” (Ford 
(2001, p. 3). It makes sense then, that customers, during some encounters, place 
importance on task-related aspects and not on personal connection due to the short 
interaction time with service employees.
The hospitality service encounters, however, have the potential to be either single 
interactions or relationships depending on the nature of the service provided, and 
the way customers respond to that service (Gutek, 1995) and the reason that 
brought customers into the encounter. For instance, the findings of the current 
study showed a significant difference between business customers and leisure 
customers in terms of their evaluation of the relational aspects of the service 
interaction ‘personal connection’. Although there was no difference between the 
two groups in terms of their evaluation of the task-related aspects, leisure 
customers perceived a higher personal connection with the service employees than 
business customers did. This could be related to the customers’ expectations 
regarding the type of interaction they seek during the different hotel experiences.
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However, it has been argued that encounters may accumulate over time to 
form a service relationship (Gutek, 1995; Gutek et al., 1999). Therefore, even with 
the brief interpersonal encounters that are characterised by a speedy and efficient 
service, hospitality employees can still use some courteous expressions that 
promote an immediate bond or ‘connection’, which subsequently enables the 
service employees and customers to build a service relationship (Koermer, 2005).
7.2.4 The Mediating Effects of Interaction Quality on the 
Relationships between Its Antecedents and Consequence
The research model suggests that interaction quality mediates the relationships 
between the two antecedents (a customer’s responses to the physical environment 
and customer-employee congruence) and the consequence (encounter 
satisfaction). To test these effects, this study adopted the Baron and Kenny (1986) 
causal steps’ methods that involve several regression analyses. The result of the 
first mediation analysis revealed that interaction quality partially mediates the 
relationship between the customer’s responses to their physical environment and 
encounter satisfaction. This means that part of encounter satisfaction is related 
directly to the customer’s perception of the physical environment that results from 
his/her internal positive responses to that environment. This is not surprising, 
taking into account the enormous amount of research that has already established 
the relationship between customer satisfaction and the physical environment in 
hospitality service (e.g. Berry and Wall, 2007; Han and Ryu, 2009; Kim and 
Moon, 2009; Liu and Jang, 2009; Ryu and Jang, 2007; Wakefield and Blodgett,
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1994). However, a noteworthy finding of this research is the partial mediating 
effect of interaction quality on the relationship between a customer’s responses to 
the physical environment and encounter satisfaction.
The findings also confirm the partial mediating role of interaction quality on the 
relationship between customer-employee congruence and encounter satisfaction. 
These findings correspond well with the findings of Jamal and Adelowore’s 
(2008) study that confirmed the partial mediating role of personal interaction, 
relationship satisfaction and loyalty to employees on the relationship between self­
employee congruence and customer satisfaction. These results are also consistent 
with the findings of Harris and Fleming (2005). In their study of the customer- 
service personality congruency, Harris and Fleming found that the influence of 
perceived personality congruency on service outcomes (e.g. customer satisfaction) 
is mediated by the perceived performance of the service employees. Moreover, 
and since the notion of customer-employee congruence involves similarity, the 
current findings also correspond well with Sparks and Callan’s (1992) model of 
the service encounter. By applying communication accommodation theory to the 
hospitality service encounter. Sparks and Callan argue that the ‘speech 
convergence’ (e.g. service provider usage of a speech style that is similar to the 
customer) would mediate the relationship between the customer’s perception of 
similarity and the service outcomes.
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7.2.5 The Relationships between the Amount of Interaction and 
the Study Variables
The findings of the present study support the positive link between the amount of 
interaction and the study variables. In this study, the amount of interaction refers 
to the duration and number of interactions between the customer and the service 
employee/s during the service exchange. It has been found that the duration and 
number of interactions encourage the relationship development (Anderson and 
Sullivan, 1993; Anderson and Weitz, 1989) and affect the outcomes of the service 
encounter (Price et al., 1995). In the current study, the personal connection 
dimension represents the relational behaviours that involve mutual disclosure 
between the customer and employee (Gremler et al., 2001); thus, it was expected 
that the duration and/or number of interactions would enhance the opportunity for 
both customer and employee to develop a greater understanding of each other and 
to build a relationship (Dagger et al., 2009). Table 7.1 summarises the correlations 
between amount of interaction and the study variables.
Table 7.1: Correlations between amount of interaction and the study variables
Variable Its correlation with 
amount of interaction
Interaction Quality “ .60**
Task-Related Aspects t
Personal Connection t .58**
Customer-employee Congruence “ .29**
Perceived Similarity t .34**
Interpersonal Congruency b 24* *
Customer’s Responses to Physical Environment ^ .41**
Encounter Satisfaction “ .53**
Study Variables (overall); b: Sub-dimensions 
**. Correlation is significant at the 0.01 level (2-tailed).
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As table 7.1 shows, the amount of interaction was positively associated with all 
the study variables. The strongest correlation was with interaction quality 
(r = 0.60), while the weakest correlation was with interpersonal congruency 
(r = 0.24). At the aggregate level, the amount of interaction was highly correlated 
with interaction quality (r = 0.60), encounter satisfaction (r = 0.53), the customer’s 
responses to the physical environment (r = 0.41) and customer-employee 
congruence (r=  0.29). At the dimensional level, the highest correlation was 
between amount of interaction and personal connection (r=  0.58), followed by 
task-related aspects (r=  0.47), perceived similarity (r=  0.34) and finally 
interpersonal congruency (r = 0.24). In fact, the findings of this study match with 
previous research. For instance, the positive correlation between the amount of 
interaction on the one hand, and interaction quality, personal connection, task- 
related aspects and encounter satisfaction on the other hand, are consistent with 
the results of Price et al.’s (1995) study that confirms the positive impact of the 
amount or duration of interaction on service provider performance, and 
consequently on customer satisfaction. According to Price et al. (1995), service 
encounters vary on three basic dimensions; duration or amount of the interaction, 
emotional content and the spatial proximity of service provider and customer. The 
authors further emphasised that “any time the service encounter involves temporal 
duration, is more proxemically intimate, and is more affectively charged, provider 
performance is likely to be a critical determinant of customer outcomes” (Price et 
al., 1995, p. 94).
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Moreover, the strong correlation between the amount of interaction and personal 
connection supports Gutek’s (1995) findings regarding the different types of 
service interaction. According to Gutek, the customer and provider in a long-term 
service relationship (interaction between individuals who come to know each 
other) are committed to each other and are willing to spend much more time 
compared to a single encounter (interaction between strangers). This is because 
both of them have predicted exchanges and have developed personal friendships 
over their past interaction(s) (Gutek et al., 2000). Furthermore, the positive 
relationship between amount of interaction and perceived similarity corresponds 
well with Cunningham and Sagas’s (2006) study that proved the moderating effect 
of the amount of interaction on the relationship between customer-employee 
dis/similarity and customer satisfaction.
The result of the t-tests and ANOVA tests showed that the amount of interaction 
was significantly different between males and females and between the different 
hotel categories. Male customers had more extensive interaction (M =4.43) than 
female customers (M = 3.91). This could be seen as a sequel to the findings fi*om 
the previous t-test in this study. As discussed in section 7.2.1, male respondents’ 
ratings of interaction quality was significantly higher than females’ ratings 
(M = 4.47 for males and M = 4.02 for females). Therefore, it is obvious that 
customers’ perceptions of interaction quality have a positive relationship with the 
amount of interaction they had with the service employees (see also table 7.1). 
Moreover, the findings of ANOVA tests showed significant differences in terms of 
the amount of interaction across the different hotel categories. For the 3-, 4- and 5-
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star hotels, the mean scores were 3.99, 4.13 and 4.79, respectively. This could be 
related to the customers’ different responses to the physical environment, which in 
turn affect the duration and the amount of their interaction with the service 
employees (e.g. Zemke and Shoemaker, 2007).
7.3 ACHIEVING THE STUDY’S OBJECTIVES
The main aim of this research was to get a better knowledge, from the customers’ 
point of view, of the antecedents, components and consequence of interaction 
quality in the hospitality service encounter. Therefore, this study outlined five 
main objectives. The first objective was to develop a comprehensive framework 
for interaction quality that includes the dimensions, the antecedents and the 
consequences. This objective was achieved through three stages. First, the study 
model was developed based on the literature review. The model operationalized 
the quality of interaction as a function of both cognitive and social aspects of the 
service encounter. It also suggested that a customer’s responses to the physical 
environment and customer-employee congruence are the two main antecedents of 
interaction quality, while encounter satisfaction is the consequence. In order to 
validate and clarify the concepts that have been identified through the literature 
review, the second stage involved in-depth interviews. These semi-structured 
interviews were conducted with ten respondents from different nationalities and 
age categories during November 2009. The findings of these interviews were then 
interpreted and used in developing the theoretical model. Finally, the third stage 
involved the collection of the main data in order to test the proposed model. Data 
were collected using a sample from the UK population between May-July 2010 (a
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total of 318 respondents). The findings of the statistical analyses confirmed the 
multidimensionality of interaction quality and customer-employee congruence. 
Moreover, the findings supported the positive impact of the two antecedents on 
interaction quality and the positive relationship between interaction quality and its 
consequence (encounter satisfaction).
The second objective of this research was to identify and test the dimensions of 
interaction quality as perceived by customers. As mentioned earlier, this 
objective was achieved through three stages. First, the study identified two 
dimensions based on the literature review. These were sociality communication 
and competence. Then, preliminary qualitative interviews were conducted with ten 
respondents. The semi-structured interview questionnaire was derived from Bitner 
et al.’s (1990) qualitative study, and it aimed to investigate the attributes on which 
customers rely in evaluating the interaction quality during a service encounter. 
Respondents were asked to think of either a satisfying or dissatisfying interaction 
with an employee of a hotel or a restaurant during their most recent experience, 
and then to describe the behaviour of the service employee and the situation in 
which the dis/satisfaction incident(s) occurred. The findings of the qualitative 
interviews affirmed the existence of the two proposed dimensions of interaction 
quality, namely: sociality communication and competence. Moreover, the findings 
added task-related helpfulness as a new dimension that emerged from the 
interviews. In the final stage, the model was tested through a measurement 
instrument that was developed based on the extensive literature review and the 
findings from the qualitative interviews. To assess the construct validity of the
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new scale, the study carried out an exploratory factor analysis (EFA). The results 
of the principal components’ analysis revealed a two-factor structure, namely: 
task-related aspects and personal connection. As mentioned earlier, while items 
that measure the personal connection dimension matched with the original scale of 
sociality communication (Koermer, 2005), the courteous expressions’ dimension 
(which was a dimension of sociality communication) merged with competence and 
task-related helpfulness to form a new dimension {task-related aspects). The two 
extracted dimensions showed a high internal consistency threshold (alpha 
coefficient > 0.70) and were therefore deemed reliable. After that, customer 
perceptions of interaction quality were assessed based on the extracted factors. 
Overall, customers were happy with the level of interaction they had with the 
service employees. They perceived the service employees as being competent, 
helpful and courteous, but they did not perceive a high level of personal 
connection to those service employees. Finally, the t-test analysis indicated a 
significant difference between males and females in terms of their evaluation of 
interaction quality and amount of interaction.
The third objective of this research was to identify and test dimensions of 
customer-employee congruence from the customer’s perspective. To do so,
the study followed the same three stages as outlined previously. In the first stage, 
the extensive literature review of interpersonal congruency theory (Backman, 
1988; Backman and Secord, 1962; Secord and Backman, 1964), self-image 
congruence theory (Sirgy, 1986; Sirgy et al., 1997; Sirgy et al., 2000), and self­
employee congruence theory (Jamal and Adelowore, 2008), led to belief that there
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are two main dimensions of customer-employee congruence: self-employee 
congruence or ‘perceived similarity’ and interpersonal congruency. In the second 
stage, a series of semi-structured qualitative interviews were conducted ensure that 
the proposed dimensions capture all aspects of customer-employee congruence. 
The findings of the qualitative interviews supported the existence of the two 
dimensions of customer-employee congruence in the hospitality service 
encounter. The findings revealed that customers expect and perceive interpersonal 
congruency and similarities during the service interaction. Customers were found 
to be more comfortable when they perceive similarity with service providers, and 
less conflict when dealing with service providers who are similar to themselves. 
Furthermore, the qualitative findings revealed that even with waiters (who have a 
subordinate role -  lower status -  relative to that of customer), customer-employee 
congruence still exists. The findings also suggest that such congruence or 
similarity contributes not only to the service experience, but also to customers’ 
overall satisfaction. Following fi^ om this, the final measurement instrument was 
then developed based on the literature review and the outcomes of the qualitative 
interviews. The Interpersonal Congruency Scale was developed specifically for the 
purpose of this research, based on the interpersonal congruency theory (Backman, 
1988; Backman and Secord, 1962; Secord and Backman, 1964), while the 
Perceived Similarity Scale was developed based on self-employee congruence 
theory (Jamal and Adelowore, 2008) and the qualitative study conducted for this 
purpose. The results of the factor analysis showed that the two extracted factors 
conform to theory. These results correspond substantially with the 
conceptualization of each dipension as theorised by the study’s conceptual
Î;
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framework. The reliability analysis showed good internal consistency for both 
dimensions as well as for the overall scale. The findings of the statistical analyses 
revealed that customers, in general, perceived their service providers as being 
congruent and similar to themselves.
The fourth objective of this research was to measure the effect of the two 
antecedents on interaction quality and the effect of interaction quality on its 
consequence. To do so, a series of multiple regression analyses were performed. 
The findings supported the positive relationship between a customer’s positive 
responses to the physical environment and interaction quality. Customers’ positive 
responses to the physical environment were proved to be a significant predictor of 
both the task-related aspects and personal connection aspects of interaction 
quality. Similarly, customer-employee congruence has significant positive 
relationships with the task-related aspects and personal connection as well.
Based on the findings of the regression analyses, together the two antecedents 
explain 60% of the variance in task-related aspects and 14% in personal 
connection. Furthermore, the findings revealed that the two dimensions of 
interaction quality were significantly and positively associated with encounter 
satisfaction (the consequence). Together the two dimensions were able to explain 
66% of the variance in encounter satisfaction.
The findings of the mediating effect analyses showed that the relationships 
between the antecedents and the consequence take two paths, directly and 
indirectly through interaction quality. For both antecedents, the indirect path
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explains greater variance (66%), while the direct path explains 48% of the 
customer-response variation to the physical environment, and 36% for customer- 
employee congruence. This means that having a positive perception of the 
physical environment and customer-employee congruence, does not necessarily 
contribute to a high level of customer satisfaction unless it is associated with a 
competent, helpful and courteous interaction that is characterised by a personal 
connection between the customer and the service employee. Furthermore, the 
findings of the mediating effect analyses revealed that the relationship between 
customer-employee congruence and personal connection was fully mediated by 
the task-related aspects. This means that the only way to establish and develop a 
personal connection is through fulfilling the task-related aspects in the first place. 
In other words, the service employee should be perceived as being competent, 
helpful, courteous and as being nice to people, in order for the customer to 
establish and develop a personal connection with that employee, which would then 
influence customer satisfaction.
The fifth and last objective was to develop valid and reliable instruments of 
interaction quality and interpersonal congruency. This objective was achieved 
through a sequence of steps that are consistent with conventional guidelines for 
scale development (Churchill, 1979). Churchill proposed a general paradigm for 
developing measures of marketing constructs which involves; specifying domain 
o f the construct/s, generate the sample o f items^ and purify the measure/s. The first 
step, specifying domain o f the construct/s, involves the researcher decision in 
delineating what is included in the definition and what is excluded. According to
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Churchill (1979), this step forms the base of the scale development where the 
researcher needs to conduct a thorough review of literature in which the variable is 
used and should present a detailed statement of the reasons and evidence as to why 
the new measure is better. Following the extensive literature review, the current 
study defined interaction quality in term of the social (relational) and the cognitive 
(competence) aspects. Sociality Communication and competence were the two 
proposed dimensions for interaction quality. Hence, the study defines interaction 
quality as ‘the. communicative performance of service employee that; (1) shows 
his/her capability to perform the core task successfully, (2) encourages smooth 
social interaction with customer, and (3) creates a strong sense of affiliation 
(connection) between the two (customer and service employee)’. For the 
interpersonal congruency, the domain was specified through the literature review 
of the relevant theories (e.g. Backman, 1988; Backman and Secord, 1962; Secord 
and Backman, 1964). Interpersonal congruency was therefore defined as ‘the 
extent to which customers, during service interaction, can achieve a state of 
consistency or mutual support (congruence) among the three components of the 
interpersonal system or matrix; their self-concept, their behaviors, and the 
relevant behaviors and perceptions o f the service employees/s involved in that 
interaction ((Backman, 1988)’.
The second step in the procedure for developing better measures is to generate 
items which capture the domain as specified. This includes item generated through 
the literature review and/or the qualitative interviews (Churchill, 1979). The item- 
generation procedure, in the current study, involves two stages. At the first stage,
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some items were derived from the existing literature while others were developed 
by the researcher based on the given definition. For example, items that measure 
interaction quality were derived from the Sociality Communication Scale 
(Koermer, 2005; Koermer et al., 1996; Koermer et al., 2000; Koermer et al., 2003; 
Koermer and Kilbane, 2008; Koermer and McCroskey, 2006), and from the Retail 
Service Quality Scale (RSQS) (Dabholkar et al., 1996). On the other hand, items 
that measure interpersonal congruency were developed by the researcher baaed on 
the Interpersonal Congruency Theory (Backman, 1988; Backman and Secord, 
1962; Secord and Backman, 1964). At the second stage of the item-generation 
procedure, ten qualitative interviews were conducted in order to clarify the 
concepts that have been identified throughout the literature review, and their 
relevance to the specified domain. The findings of the qualitative interviews 
affirmed the existence of the two proposed dimensions of interaction quality, 
namely: sociality communication and competence. Furthermore, the findings 
revealed the need for adding another dimension (task-related helpfulness) as a new 
dimension that emerged from those interviews. This results in a total of 30 items 
that measure interaction quality. The findings of the interviews has also confirmed
I
the existence of interpersonal congruency in the hospitality service encounter. The 
interpersonal congruency scale has 12 items.
The third and last step in the procedure for developing better measures is to purify 
the measures by examining their validity and reliability. In the current study, both 
interaction quality and interpersonal congruency showed good validity. The 
findings of the exploratory factor analysis for interaction quality revealed a 27-
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item multidimensional scale. Personal connection and task-related aspects are the 
two extracted dimensions for interaction quality. Items loading on personal 
connection factor range from 0.63 to 0.85 and explain 23.1% of the variance, 
while items loading task-related aspects factor range from 0.60 to 0.93 and explain 
42.7% of the variance. Moreover, the findings of the factor analysis showed that 
all the items that measure interpersonal congruency have loaded on a single factor. 
Items loading on this factor range from 0.57 to 0.89 and explain 53.4 % of the 
variance. Reliability analysis also showed good internal consistency for both 
scales. For interaction quality, Cronbach’s alpha coefficient ‘a ’ was 0.97 for the 
task-related aspects dimension and 0.91 for personal connection. For both 
dimensions, Item-to-Total Correlation coefficients were >0.5. The overall 
reliability of the Interaction Quality scale was 0.95. Likewise, Cronbach’s alpha 
coefficient was 0.95 for the interpersonal congruency scale which exceeds the 
recommended minimum value of 0.5. The evidence for the reliability and validity 
associated with the two constructs suggests that they could be useful 
measurements and management tools in the future.
7.4 THEORETICAL CONTRIBUTIONS
This study aimed to examine the dimensionality, antecedents and consequence of 
interaction quality in the hospitality service encounter. Given the high degree of 
interpersonal interaction and, quite frequently, the absence of an exchange of 
tangible goods in hospitality, the service encounter becomes a critical component 
of service quality (Brady and Cronin, 2001; Gronroos, 1990; Parasuraman et al., 
1988). Yet, defining and operationalizing interaction quality in a service encounter
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has been problematic, since there has been no consensus on a single definition of 
interaction quality (e.g. Brady and Cronin, 2001; Gronroos, 1990; Parasuraman et 
al., 1988). Such disagreement on defining and conceptualizing interaction quality 
led service marketing researchers to believe that the service encounter is not just a 
simple transaction, but rather that the service encounter encompasses a complex 
multidimensional process of social and economic interactions, with the balance 
between the dimensions varying according to the specific service setting (e.g. 
Gabbott and Hogg, 1998; Gutek, 1995). This implies that service encounters are 
social in nature and that they are subject to all of the dynamic factors that 
influence social interaction in general (McCallum and Harrison, 1985).
The current study, therefore, was guided by the idea that service encounters are 
first and foremost social encounters, and that they provide a fmitfiil context for 
studying social interactions and for extending the applicability of a variety of 
marketing and social psychological theories (e.g. Gutek, 1999). The services’ 
marketing literature and social psychology theories, together with a series of in- 
depth interviews with customers who had had a recent experience with a specific 
hotel or a restaurant, provided the theoretical underpinnings and justification for 
the study model and also for the operationalization of interaction quality. The 
findings of this study provide several contributions to filling key knowledge gaps 
in the service literature.
The first and most significant contribution of this study is the development of a 
new measurement instrument for interaction quality. The study developed and 
validated a new instrument that captures two different aspects of service
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interaction: encounter or relationship interactions. Indeed, the importance of the 
social side of the service exchange is considered particularly relevant for services 
that have high levels of customer-employee contact, such as in hospitality services 
(Butcher, 2005). However, it has been noticed that global measures of interaction 
quality do not distinguish between these different types of interaction (the 
encounter and the relationship) and, therefore, they may not provide the detail 
necessary for assessing the strength and weakness of a relationship (e.g. Rosen and 
Supemant, 1998; Williams et al., 1999). Previous empirical studies have also 
questioned the dimensionality of the existing scales (e.g. SERVQUAL) in the 
hospitality service encounter (Ekinci et al., 1998; Getty and Thompson, 1994; 
Saleh and Ryan, 1991). Therefore, the current study contributes toward filling 
these gaps in literature in many ways. First, this study confirmed the 
multidimensionality of interaction quality in service encounters. Task-related 
aspects and personal connection were the two identified dimensions of interaction 
quality in the service encounter. Second, the study provided a valid and reliable 
measurement that takes into account the on-going social nature of the service 
encounter (the relational aspects) as an important element of interaction quality 
alongside the cognitive aspects (the task-related aspects). The new scale can 
distinguish between the different types of interaction (the encounter and the 
relationship) and, therefore, it provides the detail necessary to assess the strength 
and weakness of a relationship. Third, this study showed that courteous 
expressions, which were seen as being part of the social aspects of service 
interaction (e.g. Koermer, 2005; Koermer et al., 1996; Koermer et al., 2000; 
Koermer et al., 2003; Koermer and Kilbane, 2008; Koermer and McCroskey,
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2006), are more related to the task aspects rather than to the social aspects. The 
factor analysis revealed that the courteous expressions’ dimension (which was a 
dimension of sociality communication) merged with competence and task-related 
helpfulness to form the new dimension called ‘task-related aspects’. In fact, this 
provides fiirther evidence on the different types of service interaction as suggested 
by Gutek (1995). Specifically, the full mediation effect of the task-related aspects 
on the relationship between customer-employee congruence and personal 
connection delineates between the single service interaction and relationship 
development. In simple words, customers can only establish a personal connection 
with service employees if all the task-related aspects are fully fulfilled.
The second contribution of the study is the establishment of the relationship 
between the physical environment and interaction quality. To the best of the 
researcher’s knowledge, this is the first research study that attempts to examine 
empirically this relationship in the hotel context. These findings contribute in 
filling an important gap in the literature by providing new insight into the nature 
and the direction of the relationship between the physical environment and 
interaction quality. The findings can also be seen as an extension of the 
implications of service-quality models (e.g. SERVQUAL or the Hierarchical 
Approach by Brady and Cronin) into hospitality services. In particular, the current 
findings extend service-quality models by establishing the relationship between 
the physical environment dimension,' and other interpersonal elements of the 
service exchange. ^
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Other important contributions of the study arise from the positive relationships 
between customer-employee congruence (as an antecedent) and interaction 
quality. The findings of the current study have two important implications for 
hospitality services’ research. First, the study provides the first attempt to test and 
validate the theory of ‘self-employee congruence’ or perceived similarity (Jamal 
and Adelowore, 2008) in the hospitality context. Second, the study developed and 
validated a new scale to assess interpersonal congruency in hospitality. The scale 
was developed based on the interpersonal congruency theory (Backman, 1988; 
Backman and Secord, 1962; Secord and Backman, 1964) and it also provides the 
first empirical effort to examine the impact of interpersonal congruency on 
customer-employee interaction. In addition, the study findings confirm the 
validity and the reliability of the two dimensions of customer-employee 
congruence (interpersonal congruency and perceived similarity) that can form the 
basis of future research.
Another important contribution that this study has for hospitality services’ 
research is with regard to the relationships between the amount of interaction and 
the study variables. The findings of this study provide further evidence that it is 
not only the quality or the nature of customer-employee interaction, but also the 
duration of such interaction that is important. The amount of interaction was 
positively correlated with all of the study variables. Such high association can 
contribute towards enhancing researchers’ understanding of the different factors 
that affect the service encounter. For instance, future research should consider 
amount or duration of interaction as another dimension of the service encounter.
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Finally, the study model itself adds another important contribution. The current 
study provides the first comprehensive model that includes the dimensions, 
antecedents and consequence of interaction quality in the hospitality service 
encounter. This model contributes to the growing body of knowledge that 
endeavours to explain the relationships between various aspects of the service 
encounter. Therefore, future research could build upon the research model in order 
to provide further insight into the nature of these relationships in different 
contexts.
7.5 MANAGERIAL AND PRACTICAL IMPLICATIONS
Several strategic and operational implications stem from the current study. First 
and most important, managers need to consider the encounter as purposeful social 
interaction rather than just as a monetary transaction (Butcher et al., 2002). The 
current findings support the argument that service encounters are social encounters 
and, as such, they are subject to the dynamic factors that influence social 
interaction in general (McCallum and Harrison, 1985). For those hotels that view 
service encounters as a monetary transaction, this would mean changing their 
current view of service encounters to include other social elements that contribute 
to customer satisfaction, in order to foster personal connections and long-term 
relationships (Koermer, 2005).
The study model supports the idea that hospitality businesses can achieve 
competitive advantage through interaction management (Kokko and Moilanen, 
1997). Given the two distinct dimensions of interaction quality, a database
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manager can target customers using different relational strategies. For instance, 
task-related aspects (that include courteous expressions) appear to be important in 
the first encounter, whereas personal connection or the ‘relational aspect’ becomes 
important in a service relationship (Gremler and Gwinner, 2000). It has been 
argued that not all customers want to have a connection or relationship with a 
service provider (see Gutek, 1995, 2000; Gutek et al., 1999; Nikolich and Sparks, 
1995). Therefore, if the service encounter (a single interaction with no expectation 
of future interaction or relationship) is the desired strategy for hospitality 
managers, then the focus should be on the delivery of a speedy, efficient and 
courteous service (the task-related aspects), but if relationship building is the 
desired strategic approach through establishing a personal connection with 
customers, then a new operational focus is required that should include recruiting 
employees with high social skills, intensive training and careful management of 
the frontline staff (Butcher, 2005).
The results obtained in this study support the pivotal role of service employees in 
creating satisfied customers. Therefore, if hospitality managers seek to promote a 
high level of customer satisfaction, they should design the tasks of their frontline 
employees in a way that increases their creativity (Coelho and Augusto, 2010). 
Previous research suggests that hotel services are fragmented in nature and 
difficult to manage (Baum, 1993). Customers come into contact with different 
service employees from different departments (e.g. receptionists, bar tenders, 
waiters etc.) and, therefore, breakdowns may occur in a number of different 
aspects of service delivery, especially when both parties in the dyad (customer and 
employee) simultaneously reinterpret their roles (Riley, 2007). Parasuraman et al.
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(1985) suggest that ‘gaps’ may exist between managers’ understanding of 
customer expectations and the actual service delivery, and consequently, it would 
be difficult for managers to standardise aspects of the customer-employee 
interaction and expect certain outcomes (e.g. relationship development). To 
overcome this issue, managers need, therefore, to improve the operational 
processes and empower employees to handle the interaction process effectively 
and to respond to customers’ concerns as they happen.
The significant relationship between customer-employee congruence and 
interaction quality provides a new direction for hospitality management. 
Hospitality services are intangible in nature, and therefore the congruence effect is 
particularly important. In line with Jamal and Adelowore’s (2008) argument, the 
current findings suggest that service managers need to embark upon a strategy of 
carefully managing the interrelationship between (1) a customer’s self-image and 
the perceived image attributes associated with service employees, and (2) a 
customer’s self-concept and the behaviour of the service employees that is 
consistent with a customer’s views about themself. This may involve creating 
customer profiles that allow providers to match their employees to their customers. 
Day (1999) suggests that, “Matching the correct employee with the customer is the 
first step in the satisfaction process. An enduring mutually-reinforcing relationship 
between a satisfied employee and customer produces what has been termed as; 
satisfaction mirror'' (p. 62). This may also involve promoting positive behaviour 
that is consistent with customers’ views about themselves, in which customers can 
feel a high level of interpersonal congruency with the service employees.
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Moreover, the results from the current study further suggest that attempts to match 
the service employees to a target market segment require an understanding of the 
expectations that customers have regarding interactional quality (e.g. encounter 
interaction or relationship interaction). For instance, if managers want to segment 
their market based on customer-employee congruence, then they need to 
understand customer expectations regarding behaviours that are desired in 
interactions (Bitner et al., 1990) and behaviours that can create and foster a high 
level of customer-employee congruence (Alotaibi et al., 2010), and then design 
their operational polices (e.g. selection and training processes) based on the 
customer’s needs.
Further areas to focus on, from a managerial perspective, include selecting and 
training service employees. It has been argued that marketing and sales’ managers 
need to ‘screen’ for social abilities that facilitate establishing and maintaining 
interpersonal relationships when hiring sales’ personnel (Crosby et al., 1990). 
Similar strategies obviously need to be used in the hospitality industry. The 
findings of this study suggest that it is imperative that managers screen for  and 
select employees with high social skills and with whom customers can feel 
congruence. Although the task-related aspects’ dimension is the main determinant 
of customer satisfaction in the current study, Crosby et al. (1990) argue that 
employee expertise and competence alone do not appear sufficient for the 
development of long-term relationships. Managers should therefore train their 
employees to be sensitized to the nature of the social process underlying 
interpersonal congruence and interpersonal relationship development. For 
example, efforts to elicit information disclosure from customers to build personal
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connections that may be vital in fulfilling their needs, must be met with reciprocal 
disclosure by the employees (Price et al., 1995).
A final implication stemming from this research has to do with the nature and the 
direction of the relationship between the physical environments and interaction 
quality. The current findings confirm the vital facilitator role of physical 
environments on interaction quality and its consequence (encounter satisfaction). 
Therefore, it is important for hospitality service management to design and 
manage the physical environment effectively so as to enhance customer 
satisfaction and the behavioural intentions (Namasivayam and Lin, 2008). Hotel 
managers need to consider the physical environment not only as a cue for the 
expected service quality, but also as a facilitator that either can aid or hinder the 
ability of customers and employees to carry out their respective activities (Bennett 
and Bennett, 1970; Holahan, 1982). Through careful and creative management of 
the physical environment, hotels may be able to contribute to the achievement of 
both external marketing goals and internal organizational goals (Bitner, 1992). 
Finally, given its ^ power as a market differentiator in the hospitality industry, the 
physical environment can also be used to reposition a hotel and/or to attract new 
market segments.
In conclusion, it has been argued that the effective management of the service 
encounter is seriously hampered by its complex nature (e.g. Kandampully et al., 
2001), and thus by the absence of a comprehensive instrument that captures the 
different aspects of service encounters and delineates between the different types 
of service interactions (Gutek, 1995; Gutek et al., 2000). Therefore, the present
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study responds to an assertion that “what does not get measured does not get 
managed” (Boshoff, 1999, p. 247) and it provides a comprehensive model that 
could be a useful service management tool in the future.
7.6 LIMITATIONS AND FUTURE RESEARCH
Although the present study makes important contributions to the understanding of 
the dimensions, antecedents and consequence of interaction quality in the service 
encounter, the generalisation of the study findings faces some limits. The first one 
relates to the lack of differentiation in the current study between a single 
interaction service encounter (with no prior expectations) and a service 
relationship developing through interaction between individuals who come to 
know each other. Previous research suggested that a personal connection involves 
self-disclosure that develops over time (Dagger et al., 2009). Also, as the current 
findings showed, the personal connection dimension is highly correlated with the 
amount of interaction, and consequently it may require a more extensive 
interaction (or series of interactions) in order to develop (Gremler and Gwinner, 
2000). Therefore, it would be insightful for future research to measure the 
relationship between the study variables (e.g. personal connection and customer- 
employee congruence) and encounter satisfaction at various stages of the 
development of customer-employee interactions (e.g. encounter or relationship) as 
suggested by Gutek (1995) and Gutek et al. (1999).
The second limitation of the study is that only customers’ perceptions were 
measured, while interaction qualityi has a dyadic perspective. Potentially,
I
additional valuable information could be obtained by investigating service
»
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employees’ perceptions of interaction quality and its antecedents and consequence, 
especially in instances where the customer feels that an appropriate personal 
connection (self-disclosure) exists and where the employee agrees or disagrees 
with this perception. Similarly, an interesting extension of this study would be to 
investigate customer-employee congruence from both perspectives (customer and 
employee) and the extent to which the service environment affects the employee’s 
attitudes and behaviours during the service encounter.
The third limitation relates to the age category of the respondents. The highest 
percentage of respondents in this study was over 60 years old (32.5%), followed 
by 24.6% for the age group from 50-59 years. While it is possible that the 
relatively advanced ages of respondents have influenced the study findings, it is 
important to notice that the age distribution within this study is a very good 
reflection of the UK population (see section 6.1.1.2, p. 139), which, in fact, raise 
an important issue of whether or not younger people behave in the same way as 
older people. Therefore, future research can aim for a larger sample size in order 
to compare different age groups and to find out whether there is a significance 
difference between young and old customers within UK population.
A further limitation concerns the response rate. Although the response rate is 
relatively low, it is still perfectly valid in term of what the current study aims to 
achieve. However, future research can aim for achieving a better response rate by 
using different methods. These methods may include, using a different data source 
(a more accurate data), introducing intensives and sending reminders for all 
respondents.
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A fifth potential limitation is that the study was specific to the hospitality industry 
within the specific culture of the UK. It is possible that different cultures place 
different degrees of emphasis on interaction quality dimensions and other aspects 
of the service encounter. For instance, Mattila (2000) found that Asian customers’ 
ratings of hotel service were lower than Western customers. Mattila argues that 
this might be due to Asians being service-oriented and, therefore, having higher 
service expectations. Moreover, Asians -  as characterized by a large power 
distance -  expect to be treated as deserving of a high quality of service, regardless 
of the type of service. Similarly, Winsted (1997) found significant differences in 
the role of conversation in the service encounter between American and Japanese 
customers. According to Winsted, employee behaviours that predict customer 
satisfaction in the United States are not helpful in explaining satisfaction in Japan. 
Therefore, an interesting avenue for further research would be to apply the study 
model to different cultures and different market categories.
Another interesting avenue for future research could be to examine the 
relationship between the service employee’s gender and the customer’s evaluation 
of the service encounter. Previous research in the hospitality service encounter 
suggests that a more positive outcome results when customers and service 
employees interact with the opposite sex (e.g. Nikolich and Sparks, 1995). Thus, 
future research may take into account the gender of both the customer and service 
employee, and the extent to which gender similarity and/or gender difference may 
affect the relationship between the study variables.
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The relationship between customer-employee congruence and customer 
satisfaction is another area which warrants further research. From a role-theory 
perspective, “satisfaction with a service encounter is seen as a function of the 
congruence between perceived behavior and the behavior expected by role 
players” (Solomon et al., 1985, p. 104). This definition is consistent, to some 
extent, with the theory of interpersonal congruency (Backman, 1988; Backman 
and Secord, 1962; Secord and Backman, 1964), which suggests that the level of 
interpersonal congruency depends on the way in which individuals in the dyad 
behave towards and perceive each other in accordance with their self-concept. 
Although the relationship between customer-employee congruence and encounter 
satisfaction has been evident throughout the current research, future studies may 
advance satisfaction research by integrating customer-employee congruence 
theory into a satisfaction model. This, of course, would provide a better 
identification for customer satisfaction measurement and its management.
To sum up, despite the research limitations, the current study provides a more 
comprehensive model of the dimensions, antecedents and consequence of 
interaction quality in the service encounter. The findings of this study add to a 
growing body of research on the hospitality service encounter that suggests that 
service encounters are clearly characterised as social encounters. By identifying 
the task-related aspects and the social or relational aspects (personal connection) 
as the two dimensions of service interaction, the new measurement scale can be 
used to establish a basis for further theoretical advances on service exchange. The 
current findings also contributed to the growing body of knowledge that 
endeavours to explain the relationships between the various aspects of the service
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encounter. For example, this research provided the first step in developing a 
research model that measures the relationships between the environmental 
elements and the other interpersonal elements of service exchange. Likewise, the 
research model identified two dimensions of customer-employee congruence and 
tested their relationships with interaction quality and its consequence. To the best 
of the researcher’s knowledge, this is the first research study that attempts to 
examine empirically these relationships in the hotel context. Therefore, future 
research could build upon the research model in order to provide further insight 
into the nature of these relationships under different conditions. Finally, the 
evidence of reliability and construct validity associated with the study model 
suggests that it could be a useful service management tool in the future.
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APPENDIX 1
PRELIMINARY STUDY
E. Alotaibi Appendix 1: The Preliminarily Study
INTERVIEW PROTOCOL
My name is Bid Alotaibi. I am a PhD. Researcher at University of Surrey, UK. 
Nowadays, Fm conducting a study on some aspects of service in hotels and 
restaurants.
So, I would like first to thank you for your willingness to participate in this research. 
Second, I would like to reassure you that this interview will be confidential and the 
tape and transcripts available only to me. Do you mind if I record the interview?
 <if yes> If there is anything you don’t want me to record; just let me know
and I will turn off the recorder.
Do you have any questions before we start?!
PART ONE
Think of a time when, as a customer, you had a particularly satisfying (dissatisfying) 
interaction with an employee of a hotel, or a restaurant.
• When did the incident happen?
• What specific circumstances led up to this situation?
Exactly what did the employee say or do?
• What resulted that made you feel the interaction was sedisfying (dissatisfying)?
PART TWO
- Now think of service employees who first come to your mind when thinking of your 
recent experience with a hotel or a restaurant. (Follow up: Who they are (eg. 
receptionists, waiters, room services... .etc? !)
- Can you describe their behaviours?!
- Can you describe those employees using some personal adjectives?
- Now! Think about your self! Do you perceive your self similar to those employees 
“sharing one or more of their personal adjectives” or do you see your self different 
from them?! And Why?!.
- Would you like to be similar to those employees? If yes, in which way?!
- Would you feel comfortable being friend with those employees, and why? (Follow 
up: do you feel any sort of personal connection with those employees?) How?!.
If the similarity exists (if customer perceives similarity); then, the next questions will 
be;
- To what extent you think this similarity contributed to you satisfaction?!
- Can you give me some examples where you think such similarity contributed to your 
satisfaction! And how does this happen?!
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SAMPLE OF THE INTERVIEWS
INTERVIEW I
Gender: Male
Age: 49
Nationality: British 
Context: Hotel
- Can you think o f a time when, as a customer, you had a particularly satisfying or 
dissatisfying interaction with an employee o f a hotel, or a restaurant?
With a hotel?!
Either a hotel or a restaurant! ... the first one that comes to your mind!
I’m trying to think of good or bad hotel experience but I can’t think of many bad 
hotel experiences; I can think of some good hotel experiences.
OK., can you tell me about those good ones?
Yes.. I used to travel up to the north east of England quite regularly, and I used to 
stay in a hotel -  relatively small hotel...I think it maybe 30 rooms. So, you know!.. 
It is not a big organization! But they were able to give the same personal attention
So you had satisfying interaction?
Yes!
What specific behaviours led up to your satisfaction then?
Well...mmmm.. I suppose it was just their approach... everything was very personal 
and nothing was too much trouble. And also, now you’re getting me to think about 
that particular experience.... they.... All of the staff right down to the lady who 
would service the breakfast....mmmm... she also made her biscuits and she brought 
me some of those.... so it was that sort of details!!... mmmm.. and if I would arrive 
late and I want a snack, again, it was never a problem. Yes!! the kitchen staff 
wouldn’t be there, but somebody would go and make me something...and it was all 
of those sorts of interaction! !... IThe accommodation was good, but not 
outstanding... it wasn’t an expensive hotel...so it was very good standard for the 
price, but the staff went - as I suppose to say; that extra mile.
So, you think those employees paid more attention to you?
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Yes
And, did they take enough time to interact with you?
Yes... and I think that’s partly because one of the managers or the person who was 
mostly in charge behind the reception was the son of the owner, and I think the 
family emphasis was very good...mmmm... and from my point of view: it just 
seems to be their philosophy that; it’s our family business and we will look after 
everybody!.
So, you don Y mind to spend more time in interacting with those employees?
Yes.. I don’t mind.. .and I suppose the point comes where it becomes intrusive.. .and 
those employees never been intrusive...just helpful!! And I can’t think of any time 
where the attention has been intrusive or has been too much....
What is the first thing you are looking for when interacting with a receptionist, or 
things you would like to see in his/her behaviour?!
Not to ignore me!! because sometimes you stand there and they are doing other
things, so just to be ignored is awful I’m a sort of person who is very impatient
and very intolerant.
And what are those behaviours that you see as indicators o f not being ignored?!
I suppose to come down to a welcome smile and interacting with you!! asking 
you!!... a little bit personal like: have you had a good journey?! just engaging you a 
little bit.... I know that people are different and I’m quite chatty, I like to chat with 
people.... but other people, either they private or they grumpy....but I like to have 
chats and to be given the right information then.
Would you like to be a friend o f those employees?!
Well...I have to say it depends why I’m there!! If I’m there for a pleasure with the 
family; yes, I think I value that more. If I’m there for business, then it is less 
important.. .but if I’m in my own business, it is more important. ..do you know what 
I mean! !
Can you explain it please?!
Yes...if you are there with colleagues then, to be honest, you are not very interested 
in the interaction, because you have other people to interact with, but certainly if 
you are in your own, you will get a little lonely and I think it is nice if someone is 
obviously friendly.
Do you feel any personal connection with those employees?
Yes!! I know I do....I’ll appreciate what they do... maybe other people will feel 
differently, but yes... for me I feel sort of connection.
What do you think will result from having personal connection with those 
employees?
I suppose it makes you feel that you are more approachable and then, if you have a 
problem, you will feel more comfortable to talk to them, because you feel there is a 
relationship.
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Now I  will ask you to think again o f that hotel’s employees that you have had a 
satisfactory interaction with?
OK!!
Can you describe their behaviours in more detail?!
Yes... the only employees that I came in contact with really were receptionists, the 
bus stop, and the staff in the restaurant... well there is something... mmm... which is 
a regional thing.. .have you heard the term Geordies...?!
No! What does it mean?!
People of the northeast are referring to as Geordies.
OK....
So, Geordies are from the northeast and they tend to be always very 
friendly....they’re always very friendly by nature...so as I said, it is a regional 
thing...and I think it is endemic in the people from that part of the 
country...probably particularly amongst the people who work in the hospitality 
sector, they will play on it... they will play on their strength of the sort of the 
characteristics they have... and I find them all just very friendly... and very helpful 
in a particular way... just seems to be less standoffish...
Alright, Now! can you describe those employees using some personal adjectives?! 
Any adjectives?!
Yes!!....whatever comes to your mind?!
Well! ! I’ve already done friendly and helpful and they are not intrusive... they are 
jolly as well!! They are generally quite jolly; want to have a bit of a joke with 
you. ...so I suppose this is the opposite of serious... so they are not too serious. I 
think you don’t want somebody who is just very serious... who is just serving you a
food so, I like to have a bit of interaction. ...I can’t think of any other adjectives
because this is going back about two years
So, friendly, helpful, jolly, not intrusive, talkative are the most personal adjectives 
that better describe the employees ’personalities?!
Yes
OK! Now think about yourself ! Do you perceive yourself to be similar to those 
employees or sharing one or more their personal adjectives?!
Well!! Actually this is interesting and I suppose I do mmmm. so I suppose they
were reflecting to some extent me ....so they had judged it right.... And maybe I was 
setting up the boundaries and they were reflecting what I wanted...so yes!! They were 
helpful and jolly and I would like to think that I’m helpful and jolly as well.
So, you see yourself as similar to them?!
Yes! I think I share some characteristics with them.
So, i f  this similarity did not exist or i f  you didn ’t share any o f these adjectives with 
them, do you think this would affect the level o f your satisfaction?!
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Yes! If they are, let’s say, very quiet and they don’t do polite things... but say yes/no 
and that sort of things, then I wouldn’t relate well to them.. .mmmmm... actually the 
type of service which I enjoy receiving is the sort of things that involve chatting... I 
really enjoy chatting and I think that is what I enjoy when I get to stay somewhere.... 
So, I think who impressed me I suppose they
To what extent do you think this similarity contributed to your satisfaction?!
You mean the similarity between their characteristics and my characteristic?!
Yes!!
That’s a very difficult question to analyse it from far way now, but if there is two 
establishments, I would feel more comfortable in the establishment where the 
characteristics of the staff matched my own and yes! ! it has value.
Thank you very much
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INTERVIEW II
Gender: Female
Age: 59
Nationality: British 
Context: Hotel
-Can you think o f a time when, as a customer, you had a particularly satisfying or 
dissatisfying interaction with an employee o f a hotel, or a restaurant?
Yes...
-When did the incident happen?
Hmmm... it was on August 2008
-Was it satisfactory or dissatisfactory?!
All satisfactory
Ok, think again, when did the incident happen?! Was it from the first interaction 
with the receptionist, the waiter, the room service...etc?
Well... it was all the time, throughout the whole holiday.
-OK. What specific circumstances led up to this situation?!
We booked a hotel in Portsmouth, it was Marriott hotel, and we stayed for five 
nights and when we arrived it was very efficient, and when we got to my room, 
they had worked out that it was my birthday, so they had left me flowers and 
Champagne and a beautiful wine, and everything we asked room service for, they 
came at the right time, and they were very polite and... hmmmm... they were 
very efficient, fast, and there weren’t enough soaps in the bathroom, so they 
brought extra soaps...so anything we asked for throughout the whole stay was 
brilliant.
Ok, can you tell me, what did the employees say or do?!
Well....for example, when we wanted something, they just said “straight away: 
yes Ms. Mansue! we’ll bring that...is there anything else you want?”...and for our 
meals; they explained the menu for us and they came up to us during the food and 
they said; is your meal alright?!! Is it satisfactory?! And other things like: would 
you like any help getting to the town of Portsmouth? because the hotel was 
probably a couple of miles away. ...so they were very helpful., and every day we 
came back, they asked if we had a nice day out... so they wanted to please us and 
to make us happy.
OK, but could you think more precisely o f their personal adjectives (e.g., young, 
active, ..etc).
Would you like some adjectives?
Yeah!., adjectives that better describe their personality!
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Well!! A lot of them were young. And they were ambitious, motivated, energetic, 
happy, well trained, friendly, and chatty.... They took time to talk to you. They 
didn’t rush you... yes. They were also patient, kind..
So, ambitious, motivated, energetic, happy, friendly, patient, kind and chatty. Are 
those adjectives that contributed to your satisfaction?I
Yes. All those helped. Because if they hadn’t, I wouldn’t have enjoyed my stay, 
and it makes me want to go there again.
Alright! Now, I  would ask you to think about yourself !
Ahhaa...
And think about those adjectives you mentioned already!
OK
Do you perceive yourself as similar to those employees (sharing one or more o f 
their personal adjectives)? !
No.. I’m more difficult
In which way?!
I’m more demanding... I’m not an easy guest... I want the best; because I think 
you should have value for money,
Yaaa
I’m friendly like them. And I was polite because they were polite. So, their 
behaviour affects my behaviour. If they were rude, I probably would have been 
rude to them.
So, would you like to be similar to those employees?!
I probably would like to be a little more polite, like they are. But I don’t have their 
objective to serve people; therefore, I can’t say that I would like to be more like 
them.
Would you feel comfortable being a friend o f those employees?!
No!
Because I don’t have anything in common with them... I mean they were very 
nice people, but that was a holiday and that’s it. I’ll be happy to deal with them 
again, but it still business
Ok... Thank you very much
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U N IV E R SIT Y  O F
SURREY
UNIVERSITY OF SURREY 
School of Management
D ear Sir /  M adam,
I am  a  PhD re se a rch e r at the  School of M anagem ent, University of Surrey. I am  
conducting research  on service quality in hotels. I would be grateful if you would 
dedicate  som e time to com plete this questionnaire.
The questionnaire is anonym ous and  all your an sw ers  will be kept confidential and 
will be strictly used  for academ ic  purpose. Should you require any further information, 
p lease  do not hesita te  to contact m e at e .alotaibi@ surrev.ac.uk
I will very m uch appreciate  your help by com pleting this questionnaire. After you 
answ er all questions, p lease  put the  com pleted questionnaire in the  enclosed  
FR EEPO ST envelope and send  it back to us.
Thank you very m uch for your help.
Yours faithfully 
Eid AI Otaibi
Ph.D (Full-Time) R esearch er 
Office 78M S02
Faculty of M anagem ent and  Law 
University of Surrey 
Guildford- Surrey 
GU2 7XH 
01483 682117
email: e.alotaibi@ surrev.ac.uk
The questionnaire is double-sided. P lease answer both sides
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Hotel Survey
Section A: Experience-related characteristics
1) When was the last time you stayed in a hotel?
D Less than 3 months ago 0 3  to 6 months ago 0  More than 6 Months ago
2) What was the purpose of your stay?
0  Business 0  Leisure 0  Other, please specify.
3) Please tick the classification of this hotel
0  1 star 0  2 star 0  3 star 0  4 star 0  5 star
4) How many nights did you spend in this hotel? Please specify.
5) How would you describe the level of your interaction with the service employees 
of this hotel?
Limited 1 Extensive
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Section B: Interaction Quality
About your interaction with the hotel service employees
We would like you to take a moment and think about the service employees of the hotel where 
you had your last stay (for example, receptionists, waiters and waitresses, bartenders, etc). Next to 
each of the following statements, there is a scale ranging from (1) to (7). We would like you to 
think and circle the number that best describes your answer. Circling (1) means you strongly 
disagree and circling (7) means you strongly agree with the statement. Please answer all 
questions.
Typically, the service employees 
of this hotel....
Strongly
Disagree
Strongly
Agree
teased you in a friendly way 2 3 4 5 6 7
discussed your personal likes and dislikes 2 3 4 5 6 7
told you exactly when services would be 
performed 2 3 4 5 6 7
told you something personal about themselves 2 3 4 5 6 7
discussed matters pertaining to you personally 2 3 4 5 6 7
encouraged you to say something personal about 
yourself 2 3 4 5 6 7
told you a joke 2 3 4 5 6 7
discussed what you do for work 2 3 4 5 6 7
had the knowledge to answer your questions 2 3 4 5 6 7
discussed your state of health 2 3 4 5 6 7
provided the service at the time they promised to 
do so 2 3 4 5 6 7
talked to you about how their day had been 2 3 4 5 6 7
were never too busy to respond to your requests 2 3 4 5 6 7
told you about their personal experience with a 
product or service 2 3 4 5 6 7
had the necessary skills to perform their job. 2 3 4 5 6 7
used good manners in your presence 2 3 4 5 6 7
directly answered your questions 2 3 4 5 6 7
seemed appreciative/thankful 2 3 4 5 6 7
listened carefully to what you had to say 2 3 4 5 6 7
were efficient in doing their job 2 3 4 5 6 7
talked to you 2 3 4 5 6 7
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Typically, the service employees 
of this hotel....
Strongly
Disagree
Strongly
Agree
acknowledged your presence 2 3 4 5 6 7
were sympathetic to you about a problem with a 
product or service 2 3 4 5 6 7
were able to handle your complaints directly and 
immediately 2 3 4 5 6 7
apologized if something was not satisfactory 2 3 4 5 6 7
asked if your needs had been met 2 3 4 5 6 7
were always willing to help you 2 3 4 5 6 7
asked how you were doing 2 3 4 5 6 7
gave you prompt service 2 3 4 5 6 7
showed a genuine concern for your well being 2 3 4 5 6 7
Section C: Customers’ responses to physical environment
About the Physical Environment
We would like to know how you feel about the physical environment of the same hotel. Next 
to each of the following statements, there is a scale ranging from (1) to (7). Please think and 
circle the number that best describes your feeling. Circling (1) means you strongly disagree 
and circling (7) means you strongly agree with the statement. Please answer all questions.
Strongly
Disagree
Strongly
Agree
The interior design was visually appealing 2 3 4 5 6 7
Temperature in the hotel was appropriate 2 3 4 5 6 7
Lighting created a comfortable atmosphere 2 3 4 5 6 7
Background music was pleasing 2 3 4 5 6 7
The odour was pleasant 2 3 4 5 6 7
The facilities layout allowed me to move around 
easily 2 3 4 5 6 7
Seating arrangement gave me enough space 2 3 4 5 6 7
Seats were very comfortable 2 3 4 5 6 7
The atmosphere in this hotel was conducive to 
interacting freely with employees 2 3 4 5 6 7
The physical facilities were clean 2 3 4 5 6 7
Sufficient signage (e.g. Toilet signs) was 
provided 2 3 4 5 6 7
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Following: About the Physical Environment
Strongly
Disagree
Strongly
Agree
Signs could be easily understood 1 2 3 4 5 6 7
Prices in the hotel were clearly displayed 1 2 3 4 5 6 7
The hotel décor was visually appealing 1 2 3 4 5 6 7
The physical environment of this hotel 
encouraged people to interact easily 1 2 3 4 5 6 7
Section D: Customer-employee congruence
First: Interpersonal congruency 
About You and People around you
This part is about how you feel you and people around you acted during this hotel stay. There 
is no right or wrong answer. Please think and circle the number that best describes your 
feeling. Circling (1) means you strongly disagree and circling (7) means you strongly agree 
with the statement. Please answer all questions.
Strongly
Disagree
Strongly
Agree
My behaviour during this service encounter was 
consistent with how I see my self. 2 3 4 5 6 7
My behaviour during this service encounter was 
adjusted to suit the situation 2 3 4 5 6 7
During this service encounter, my behaviour was 
an expression of my true self. 2 3 4 5 6 7
During this service encounter, I enjoyed being 
myself rather than the way other people would 
like me to be
2 3 4 5 6 7
My behaviour during this service encounter 
reflected who I really am 2 3 4 5 6 7
During this service encounter, I tried to change 
my behaviour to suit the situation 2 3 4 5 6 7
I feel that service employees saw me the way I 
see my self 2 3 4 5 6 7
I am happy with the way I behaved during this 
service encounter 2 3 4 5 6 7
During this service encounter, all my behaviours 
were matched to the situation 2 3 4 5 6 7
Service employees saw me for who 1 really am 2 3 4 5 6 7
I was really comfortable with what I felt these 
service employees thought of me 2 3 4 5 6 7
Service employees treated me in the way I feel I 
should be treated 2 3 4 5 6 7
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Second: Perceived similarity (self-employee congruence)
About Yourself
Take a moment to think about an employee or a group of employees of this hotel that you 
interacted with and believe that they are representative of all other employees of this hotel. 
Imagine those employees in your mind and then describe them using one or more personal 
adjectives, such as young, old, friendly, or any other personal adjectives you can use to 
describe them.
Write the adjective (s) here:-
Once you have done this, indicate your agreement or disagreement with the following
Strongly
Disagree
Strongly
Agree
My interaction with employees of this hotel 
reflected who I am 1 2 3 4 5 6 7
Customers who interact regularly with employees 
of this hotel are similar to me 1 2 3 4 5 6 7
My interaction with the employees of this hotel is 
consistent with how I see myself 1 2 3 4 5 6 7
The employees of this hotel are similar to me 1 2 3 4 5 6 7
Section E: Encounter satisfaction
About your Evaluation of the service
The following statements relate to your feeling about the service during your last hotel 
experience. Think of your expectations before you went to the hotel and the actual service 
you received and then circle the number that best describes your feeling. Circling (1) means 
this service attribute was much worse than you expected and circling (7) means this service 
attribute was much better than you expected. Please answer all questions.
Much worse 
than expected
Much better 
than expected
The ability of service employees to perform the  ^
promised service 2 3 4 5 6 7
Service employees’ willingness to help you 1 2 3 4 5 6 7
Information you received from service . 
employees. 2 3 4 5 6 7
The skills and knowledge that service employees . 
have to perform their task. 2 3 4 5 6 7
Personal attention given by service employees 1 2 3 4 5 6 7
Service employees willingness to solve problems 1 2 3 4 5 6 7
Service employees’ promptness in delivering . 
service. 2 3 4 5 6 7
Politeness of service employees 1 2 3 4 5 6 7
Sympathy shown by service employees. i 1 2 3 4 5 6 7
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Section F: Demographic profile of respondents
About You
■ Gender: ^Female ^M ale
Age group: ^ 1 6  to 19 
□  40 to 49
□  20 to 29
□  50 to 59
□  30 to 39
□  60 and over
Nationality:
Highest Level of Education:
□  O levels /  GCSE □  Master Degree
□  A levels /  GNVQ □  PhD/Post Doctoral
UH NC/H ND □  Other................
□  First Degree (e.g. BA, BSc) □  No Qualifications
Occupation:
□  Administrative /Secretarial □  Process, Plant, and Machine operatives
□  Associate Professional /  Technical □  Professional (doctor. Engineer, lawyer, etc.)
□  Educational/Academic □  Retired
□  Government/ Military □  Sales /  Customer services
□  Home Maker □  Skilled Trades
□  Manager /  Senior Official □  Student
□  Personal Services □  Other................
What was your approximate household annual income from employment and all other sources 
before taxes last year in 2009? Was i t ...
□  Up to £20,000 
U £20,OOlto £30,000 
U£30,001 to £40,000 
U £40,001 to £50,000 
U £50,001 to £60,000 
\I\£60,001 and over
THANK YOU FOR COMPLETING THE QUESTIONNAIRE
Please put it in the enclosed FREEPOST envelope and send it to us
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U N IV E R SIT Y  O F
SURREY
UNIVERSITY OF SURREY 
School of Management
Dear Sir / Madam,
This is not a spam mail- it was sent to a legally purchased email list. It has been sent 
to you as a result of your completion of a survey from a panel of travel companies 
coordinated by Consumersketch.
I am a PhD researcher at the School of Management, University of Surrey. I am 
conducting research on service quality in hotels. I would be grateful if you would 
dedicate some time to complete this online survey. The survey should not take more 
than about 10 minutes to complete, and all your answers will be kept 100% 
confidential and will be strictly used for academic purpose. I will very much 
appreciate your help by completing this survey.
Here is a link to the survey: 
http://www.survevmonkev.eom/s/POFX6HM
Should you require any further information, please do not hesitate to contact me at 
e.alotaibi@surrev.ac.uk
Thank you in advance for your participation.
Kind regards 
Eid Alotaibi
Ph.D (Full-Time) Researcher 
Office 78MS02
Faculty of Management and Law 
University of Surrey 
Guildford- Surrey 
GU2 7XH
® 01-483682117
El email: e.alotaibi@surrev.ac.uk
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Thank you for agreeing  to participate in this study  which looks a t th e  service quality in th e  hotel industry. T he su rvey  
should not take  m ore than abou t 10 m inutes to com plete and  all re sp o n se s  will rem ain 100% confidential.
1, When w as  the last time you s tayed  in a hote l?
( 2 )  Less than 3 months ago 3 to 6 months ago o M ore than 6 M onths
2. What w as  the  p u rp o se  of you r  s tay ?
( ^ 2 )  Business
( 2 )  Other (please specify)
O Leisure
3. P lease tick the  classification of this hotel
( 2 )  1 star ( 2 2  2  star 3 star O 4 star o 5 star
4. How m any n igh ts  did you s p e n d  in th is  hote l?  
P lease  specify
5. How would you desc r ibe  the  level of your interaction with the serv ice  em p lo y ees  of 
th is  hotel?
2  3 4 5o o o1 L im itedo o 7 Extensiveo o
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1. We would like you to  take a m om ent and  think abou t the service em p loyees  of the  
hotel w here you had your last s tay  (for example, receptionists, waiters and  w a itre sses ,  
bartenders , etc). Next to each  of the  following s ta tem en ts ,  there  is a  sca le  ranging  from 
(1 ) to (7). We would like you to think and  c h o o s e  the num ber tha t b e s t  d e sc r ib e s  your 
answer, choos ing  (1) m eans  you strongly  disagree and choosing  (7) m e an s  you 
strongly  ag ree  with the sta tem ent. P lease  an sw er  all questions.
Typically, the service em ployees of this  hotel.
1 Strongiy
2 3 4 g g 7  strongiy
Disagree A gree
teased you in a friendiy w ay o o o o o o o
discussed your personal likes 
and dislikes
o o o o o o o
toid you exactiy w hen  
services wouid be performed
o o o o o o o
told you som ething personal 
about them selves
o o o o o o o
discussed m atters pertaining 
to your personal relationships o o o o o o o
encouraged you to say  
something personal about
o o o o o o o
yourself
told you a joke o o o o o o o
discussed w hat you do for 
work
o o o o o o o
had the knowledge to answ er  
your questions
o o o o o o o
discussed your state of health o o o o o o o
provided the service at the  
tim e they prom ised to do so
o o o o o o o
taiked to you about how  their  
day had been
o o o o o o o
w ere never too busy to 
respond to your requests
o o o o o o o
told you about their personal 
experience with a product or
o o o o o o o
SGrVIC6
had the necessary skills to 
perform  their job.
o o o o o o o
used good m anners in your 
presence o o o o o o o
directiy answered your 
questions
o o o o o o o
seem ed appreciative/thankful o o o o o o o
listened carefully to w hat you 
had to say
o o o o o o o
w ere  efficient in doing their 
job
o o o o o o o
taiked to you o 0 o o 0 o o
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acknowledged your presence
w ere sym pathetic to you  
about a problem  w ith a 
product or service 
w ere  able to handle  your 
com plaints d irectly and  
Im m ed ia te ly
apo log ized if som ething w as
not satisfactory
asked if your needs had been
m et
w ere  always willing to help  
you
asked how you w ere doing 
gave you prom pt service
showed a genuine concern  
fo r your w ell being
o o o o o o oo o o o o o o
o o o o o o o
o o o o o o o
o o o o o o o
o o o o o o o
o o o o o o oo o o o o o oo o o o o o o
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1. The s ta tem en ts  in this section  descr ibe  your  perception toward the  hote l’s  physical 
environm ent during your m ost recen t stay. P lease  indicate the  ex ten t to  which you 
agree  or d isag ree  by choosing  the num ber  tha t bes t  d e sc r ib e s  your op in ions  w here  
1 “ Strongly Disagree; 2 -D isagree; 3=Disagree Som ew hat; 4=Neutral; 5 -A gree  
Som ewhat; 6=Agree; and 7=Strongly Agree
1 Strongiy 
Disagree
2 3 4 5 6
7 s trong iy  
A g ree
T h e  interior design w as  
visuaily app ealing
o o o o o o o
Tem pera ture  in the hotel was  
appropriate
o o o o o o o
Lighting created  a 
com fortabie atm osphere
o o o o o o o
Background music w as  
pleasing
o o o o o o o
T h e  odour w as p ieasant o o o o o o o
T h e  facilities layout allow ed  
m e to m ove around eas ily
o o o o o o o
S eating a rrangem ent gave  
m e enough space
o o o o o o o
S eats were very com fortabie o o o o o o o
T h e  atm osphere in this hotel 
w as conducive to interacting  
freeiy  with em ployees
o o o o o o o
T h e  physical facilities w ere o o o o o o o
Sufficient signage (e .g . 
Toilet signs) w as provided
o o o o o o o
Signs couid be easiiy  
understood
o o o o o o o
Prices in the hotel w ere  
clearly displayed
o o o o o o o
T h e hotel décor w as visually 
app ealing
o o o o o o o
T h e  physical env ironm ent of 
this hotel encouraged  people  
to interact easiiy
o o o o o o o
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1. This part is abou t the  way you acted  and  the  reaction of the  hotel serv ice  em p ioyees  
during th is  hotel stay. There is no right or w rong answ er. P lease  think and  c h o o s e  the  
num ber tha t b e s t  d esc r ib es  yourfeeiing . C hoosing  (1) m ean s  you s trong ly  d isa g re e  and  
choosing  (7) m ean s  you s trongiy  ag ree  with the  s ta tem ent.  P lease  an sw e r  all qu es tio n s .
M y behaviour during this 
service encounter was  
consistent with how I see my 
self.
M y behaviour during this 
service encounter was  
adjusted to suit the situation  
During this service encounter, 
m y behaviour w as an 
expression of my true seif. 
During this service encounter, 
I enjoyed being m yseif rather 
than the w ay other peo p le  
w ouid iike m e to be 
M y behaviour during this 
service encounter reflected  
w ho I really I am  
During this service encounter, 
I tried to change my 
behaviour to suit the  
situation
I feei that service em ployees  
saw  me the w ay I see my self 
I am  happy with the w ay I 
behaved during this service  
encounter
During this service encounter, 
ail my behaviours w ere  
m atched to the situation  
Service em ployees saw  me  
for who I really I am  
I w as really com fortable with 
w hat I feit this service 
em pioyees thought o f me 
Service em pioyees treated  
me in the w ay I fee l I should  
be treated
strongly
D f c a n r p f s
2 3 4 5 6
7  strong!
L - / lo a y  1 c cO o o o o o o
O o o o o o o
o o o o o o o
o o o o o o o
o o o o o o o
o o o o o o o
o o o o o o o
o o o o o o o
o o o o o o o
o o o o o o o
o o o o o o o
o o o o o o o
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1. Take a m om ent to think abou t an em ployee or a g roup  of em ployees  of th is  hotel tha t 
you interacted with and  believe tha t they are  representa tive  of all o ther  em p lo y ees  of 
this hotel. Imagine th o se  em ployees  in your  mind and  then  descr ibe  them  using  o n e  or 
more personal adjectives, s u c h  a s  young, old, friendly, or any other  personal ad jec tives  
you can u se  to descr ibe  them.
Write the  adjective (s) here:
2. Once you have written th o se  personal ad jectives tha t descr ibe  the  serv ice  em ployees , 
indicate your ag reem en t or d isag reem en t with the  following s ta tem en ts  using  th is  scale : 
1= strongly d isag ree  and  7“  s trongly  agree .
M y interaction with 
em ployees of this hotel 
reflected who I am  
Customers who interact 
regularly w ith em ployees of 
this hotel a re  s im ilar to me 
M y interaction w ith the 
em pioyees of this hotel is 
consistent with how I see  
m yself
T h e  em ployees o f this hotel 
are similar to me
1 Strongly  
Disagreeo
o
o
o
o
o
o
o
o
o
o
o
o
o
o
o
o
o
o o o o o o
7  s trong ly  
A greeo
o
o
o
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m m # "
1. The following s ta tem en ts  relate to your feeling abou t the service during y ou r  last 
hotel experience. Think of your expec ta t ions  before you w ent to the hotel and  the  actual 
service you received and  then  c h o o se  the  num ber  tha t b e s t  d esc r ib es  you rfee iing .  
Choosing (1) m eans  th is  serv ice  attribute w as  m uch w orse  than  you expec ted  and  
choosing  (7) m eans  th is  serv ice attribute was m uch better than you expected . Please 
answ er all ques tions .
1 Much worse 2 g 7 M uch better
than expected than exp ected
T h e  ability o f service  
em ployees to perform  the
o o o o o o o
promised service
Service em ployees’ 
w illingness to help you
o o o o o o o
Inform ation you received  
from service em ployees.
o o o o o o o
T h e  skills and knowledge that 
service em pioyees have to
o o o o o o o
perform their task.
Personal attention given by 
service em pioyees
o o o o o o o
Service em ployees  
willingness to solve problems
o o o o o o o
Service em ployees' 
promptness in delivering  
service.
Politeness of service 
em pioyees
o o o o o o o
o o o o o o o
Sympathy shown by service  
em olovees. o o o o o o o
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This section is abou t yourself 
*  1. Your G ender
^ 2 .  Age group
*  3. Nationality, p lease  write it here:
4. Highest Level of Education
5. Occupation
6. What w as  your approxim ate househo ld  annual incom e from em ploym ent and  all o the r  
so u rces  before ta x es  last year  in 2009? W as i t ...
Thank You for Completing This Survey
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